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At Sales Relations. we've got a 
beaver by the tail. His name is Bos- 
well and every time he goes to town .ot 
us. he chews off a healthy eight to 
nine percent return, Beaver 
is president of the Beaver Dam Con- 
struction Company and a_ pillar of 
the local rodent society. to which he 
has donated generously — including a 
new dam site for the Old Beavers’ 
Home, which is a dam site more than 
his competitors have done. 

But Boswell is beset by the same 
sales problems as his human counter- 
parts. Whereas before. his salesmen 
were eager beavers who gnawed 
ahead and let the chips fall where they 
may, lately they've become a pack of 
parasitic pitchmen falling (and that’s 


Boswell 


the word) into three categories Log 
Straddlers, Communication Tanglers 
and Empire Builders. As a result. Bos- 
well hasn't peddled a pine in months 
and is up to his aspens in uncut lum- 
ber. In his dilemma, he turns for 
advice to human executives . . . writes 
them letters, explains his problems. 
and asks for their council in shoring 
up a good dam company. 

This appeal for help might be fruit- 
ful but for one small omission in the 
letters. The first three bear no return 
address. although the outside of the 
envelopes carries Boswell’s distinctive 
signature. However, the fourth letter 
rectifies this well-planned error. In_re- 
counting how Boswell fishes Mr. Law- 
ence Wise (who just happens to be 


~MAURICE DALLIMORE 


the president of the Hooven Letter 
Company ) out of one of his spillways. 
it accidentally reveals the source of 
the communications. 

The wet Mr. Wise explains that 
Sales Relations is a psychological force 
designed to increase sales and goodwill 
through effective direct mail. Finally. 
to the tune of bells and a direct pitch 
on a Sales Relations letterhead, Bos- 
well finds his happy ending and his 
sales beavers become the finest bunch 
of chiselers in the whole dam country. 

Boswell was originally created for a 
business consultant in Seattle, Wash. 
and was conceived and written by 
Whitney, author of NBC's 


(Continued on Page 22) 
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A PRINTER'S KIND OF 


WITH A CUSTOMER'S KIND OF APPEAL 


@ Printers prefer Mead Wove Envelopes because the deep-cut flaps mean sharp, 
even imprinting without marring, less makeready time, smoother, faster press runs. 


Customers prefer Mead Wove envelopes because of the sure-seal flap, good opacity 
and brilliant blue-whiteness of the stock. Mead Wove's built-in humidity resistance 
and substantial feel tell customers that they're using the best! 


The Union Envelope Company, Richmond and Birmingham, and the Niagara Envelope 
Company, Buffalo, manufacture a complete line of regular, window and remittance 
style envelopes, along with a new line of Mead Vellum Booklet envelopes for annual 
reports and other prestige mailings. Order from the Mead Papers merchant nearest you. 
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SALES OFFICES: MEAD PAPERS, INC., DAYTON 2, OHIO AND IN ALL PRINCIPAL CITIES 
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ranch 
secretar 


“He isn't a bad guy to work for, It is easy to operate, can be set by 
anybody, without tools, in less than a 
minute. The inserter unit can be used 
separately or attached to any Pitney- 
Bowes folding machine. 

For daily or infrequent mailings, this 
folding and inserting combination is a 


except for one thing. He dictates a 
bulletin for dealers, from three to 
eight pages, every Thursday. A letter 
shop delivers 750 copies late Friday 
afternoon. It would be darn near 
seven before I finished mailing the real convenience, and a great time, cost 
bulletins... Which is why he needs and morale saver in any office. It speeds 
a new secretary so often!” up mailings, permits one girl to do the 
work of several, and more efficiently. 

Call any PB office for details. Or 
send coupon for free illustrated booklet 
and case studies. 


If mailings disrupt work schedules. 
bring on crises, run into overtime, you 
should have the new Pitney-Bowes 
Model 3300-FH —a small, low cost com- 
bined folding and inserting machine. The larger Model 

The 3300-FH will fold and stuff into 3100 Inserting 

‘ Machine, with up 
envelopes 500 single sheets in 8 minutes. to six stations, 
Additional enclosures are made by stuffs ay many as 

six enclosures at 
another run through the machine. speeds up to 6,000 

The 3300-FH handles letters, cards, an hour. And can be 
: attached to a PB postage 
invoices, leaflets, even stapled sheets. meter mailing machine. 


PITNEY-BOWES Folding’ 
Machines 


Made by the originator of the postage meter... 
121 offices in the U.S. and Canada, with nationwide service coast to coast. 


PItTNEY-BowEs, INC. 
5766 Crosby St., Stamford, Conn. 

Send free illustrated booklet and case studies 
on PB Folding and Inserting Machines 


Name __ 


Address 


5 ‘ 
= 
q a 
| 
| 


TE 


Vitchhike 


your way to THE REPORTER OF 


Direct Mail 


orders 


advertising 


Vol. 22, Number 7 November, 1959 


sonal pas | D E A R T M E N T 


S 


Snort Nores 


DMAA News 


NVELOPE 


Upcraving Letrrer Copy—by Paul Bringe.. 


RE TUR N ORDER . | Reep-ante Copy—by Orville Reed 
ENVELOPE 


It’s the new Tension creative 
design return envelope created §J Sources OF SUPPLY 

to sell a hitchhike item on the 

outside. Here's a new way to 

sell more and different mer- FF Front Porcu ScuttLesutt—by Henry Hoke... . 
chandise along with that on 
your insert. It’s a merchandis- 
ing method tested and proved 
by numerous direct mail users. 


E 


NaMeEs IN THE NEWS 
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FEATURES 


ENVE 


When a customer is enclosing 
his money in the envelope, he is 
in a buying mood. A mood you 
don’t want to miss! A Tension 
envelope offering your hitch- 
hike “impulse” item can boost 
the size of many of your sales. 


HAVE YOU SEEN..."The Influ- 
ence of Envelopes,” a fascinat- 
ing 28-minute, full-color sound 
movie. Available free to serv- 
ice clubs, etc. Write for details 


FREE SAMPLES 


Let us send you free samples of many 
Tension “Hitchhike” item envelopes 
now being used in your industry. 
Please enclose copies of your own 
business reply envelopes. 
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A New Puiosorny ror THE Post Orrice-—H. W. Brawley. . 
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How We Bring ‘em Back Ative—Carol Silverberg... .. 
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Two Mave None! —David Schwartz. . . 


NOIS 


ATLANTA CELEBRATES A Popucation $500,000,- 
000.000 In Fresuty Printep Conreperate BILLs. . . 
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Tension Envelope Corp. 
Campbell at 19th St. 

Kansas City 8, Missouri 
Send me without obligation free sam- p The Reporter of Direct Mail Advertising is published monthly at 224 Seventh Street, Garden City, 
ples of Tension “Hitchhike” item s L. 1, New York. Subscription price is $6.00 a year. Second class postage paid at Garden City, 
return order envelopes. N. Y. and New York, N. Y. Copyright 1959 by The Reporter of Direct Mail Advertising, Inc. The 
Reporter is independently owned and operated. In acdition to thousands of regular subscribers, 

all Members of the Direct Mail Advertising Association, 3 East 57th St., N. Y. 22, N. Y., receive 
The Reporter as an Association service. Part of their annual dues pays for a subscription 
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H. L. Mitchell & Associates 
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PIN POINT 


your prospects 


A market is dynamic! New 
companies, new demands, 
new people —these and other 
changes keep your salesmen 
groping for the right prospects. 
But, with a direct mail program 
tailored to your needs, you pin 
point valid prospects...give 
your salesmen profitable leads 
to increased business. 


Direct mail selects the 
companies — the people—who 
are ready to respond to your 
salesmen’s efforts. It slashes 
selling costs, reduces 

selling time. 


Give your salesmen the right 
kind of direct mail support 
by calling on the creative 
experience of the 

Hickey Murphy Division of 
James Gray, Inc. For some 
important points about direct 
mail, write for a free copy of 
the informative booklet, 
How To Put Action Into Your 
Direct Mail. 


THE HICKEY MURPHY DIVISION 
OF JAMES GRAY, INC. 


216 East 45th Street, New York 17, New York « MUrray Hill 2-9000 


CUmberland 3-4394 
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“A Satisfied Client Is 
Our Biggest Asset” 


® For Direct Mail Advertising 

® Maintenance of Customer 
Mailing Lists 

® Addressing Mailing 

Preparation and Printing 
Every Type Literature. 


PUNTON gives the exceptional in Client 
Services! Our Experience 74 years of 
professional “know-how” in the Direct Mail 
Field helps Clients locate new dimen- 
sions in marketing campaigns at the lowest 
possible cost. 


“Selectronics” — 
Electronic Selection of Mailing Lists 
— Another PONTON FIRST! 


can pin-point prime prospects or blanket a 
mass market as PONTON catalogs over 
12,000 List Classifications electronically 
selected to your personal order. Our IBM 
Equipment guarantees against error 
duplication waste . 


PONTON Lists are full-fledged Advertising, 
Marketing and Selling mediums. There ts 
no area PONTON cannot code for you... 
Financial Strength, Employee Strength, Ex- 
ecutives, Professional, Industrial, Retail, 
Wholesale, Income . or any other. 


PONTON CLIENT SERVICES 


motion costs and greater savings for you. 


Use Ponton Packing & Shipping Co. 
(a Subsidiary of W. S. Ponton, Inc.), 
for Packing and Shipping Your Mer- 
chandise, Domestic and International. 


WRITE NOW FOR THE 
1959 PONTON CATALOG 
“List-O-Trades” 


The Most 
Complete 
Direct Mail 

Catalog 
Published 


New York Phone: MUrray Hill 7-5311 


mean dependability, efficiency, lower pro- 


We welcome your direct mail ideas and news items for this department. 
Send all material to Short Notes Department, The Reporter of 
ike Direct Mail Advertising, 224 -7th St., Garden City, N. Y. 


-) PETER S. FISCHER joins our editor- 


ial staff with this issue. Will carry the 
free-wheeling tithe of Field Editor, as 
does Dud Lufkin, and will dig for more 
stories of unusually smart solutions to 
difficult sales problems. He's a bright 24, 
a ‘56 graduate of Johns Hopkins (where 
he earned the Hollender Award for 
Creative Writing) and a former NBC 
(quiz show!) page. He's done some free- 
lance writing, has clerked a delicatessen. 
sold insecticide and family bibles from 
door-to-door, and has rung doorbells as 
an insurance investigator. Somehow or 
other, he found time to pick a bride, the 
former Lucille Warnock, and they now 
have a year old daughter, Megan. Peter 
is a welcome addition to the Reporter 
family. 
— 
eee 

FOR A BEAUTIFUL BOOKLET 
write to Joseph J. McGee, Jr., president 
of Old American Insurance Company, 
4900 Oak Street, Kansas City 12, Mis- 
sourt. Ask the former president of the 
Direct Mail Advertising Association for 
his 24 page, 5'2x8'2”" booklet, “A 
Dream Come True” . which is the 
colorful story of the new modernistic 
building just recently completed and 
occupied. Suppose ad manager Max Ross 
had a lot to do with the designing and 
It is really tops. 


writing 


| MOST EXPENSIVE invitation we've 
seen in many years was received recently 
by prominent New Yorkers. Had to be 
a Chairman of the Board, a President 
or nearly so to get on the list. A 644 x 
9*4 envelope carrying 16¢ postage con- 
tained a heavy, deckle-edged french fold 
covered booklet with gold embossed de- 
sign. Booklet sealed with personalized 
strap. Inside, an unbound, personalized, 
engraved invitation to join the newly 
formed ultra-exclusive Marco Polo Club. 
to be housed on the first floor of the 
Waldorf-Astoria, formerly occupied by 
the Waldorf Grill. Lowell Thomas is 
listed as the “In Formation President”. . . 
with thirty well known business execu- 
tives named as Board of Governors. 
Bound in the french fold cover are eight 
beautifully composed pages describing 
reason for name, location, etc. and giving 
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architects’ drawings of the decor. Facili- 
ties for men only until 4 P.M. Then 
ladies admitted with escorts. The smal! 
return envelope is engraved. The ac- 
ceptance card to be accompanied by a 
check for $500., which is for initiation 
fee and for first year’s dues. We hope 
to find out the actual percentage of re- 
turn on this well handled promotion. 


eee 
[| ALMOST A HALF MILLION DOL- 
LARS in third class postage was turned 
over to Philadelphia Postmaster Frederic 
Barth (left) as payment for a mailing 
that will reach 23 million households. 


Mort Adler (right) President of Cassidy 
Richlar Inc... 46th & Girard Avenue, 
Philadelphia, claims that this mailing is 
the largest ever to originate in a Phila- 


delphia postal district. Name of the 
mailing is Fall Coupon Festival, beamed 
to reach 98% of all families in con- 
tinental U.S.A. in metropolitan markets, 
making $4000 yearly and up after taxes. 
Participating advertisers include Kraft, 
Pillsbury, the Textise Company, Tetley 
Tea, Johnson & Johnson, Hunt Foods, 
Snowdrift, Thomas Lipton & Sons, Life, 
IV Guide, and the Curtis Publishing Co 
The campaign will be supported by heavy 
newspaper coverage. 
— 
eee 

[] BANG! A mailing box (3'4” x 5” x 
134”) arrived first class from the In- 
ternational Swimming Pool Corp., White 
Plains, N. Y. Inside was what appeared 
to be a miniature bottle of champagne 
with a string attached to cork. Instruc- 
tions on bottom of bottle said to point 
bottom toward ceiling and pull string. 


bd 
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44 HONECK STREET, ENGLEWOOD N.J. 
Phone: LOwell 95200 
; 


We did. A loud explosion from a dyna- 
mite cap. Bottom flew to ceiling carry- 
ing rolls of vari-colored streamers which 
then cascaded over us. A small folder 
on bottom of box explained that Esther 
Williams Swimming Pools were “explod- 
ing” all across America. Being adver- 
tised in “Life” as a “big burst” of sell- 
ing power for dealers (the intended re- 
cipients for the mailing). Although idea 
was cleverly worked out . . . strikes us 
as a little too dangerous. The loud bang 
might cause a heart attack, or if bottle 
is not held right, the flying bottom 
could injure an eye. Hope there were 


not any casualties. 
— 
eee 


[) ALAMO FRUIT GIFT PACK, 
Alamo, Texas, has a short mailing season 
for their fresh fruit. This runs from 
November 15 through March. Christmas 
mailings are always heavy, but Frank 
Schultz wanted to boost post-Christmas 
orders. Last Spring he sent out a pink 
“standing order card,” which featured a 
calendar running for the mailing season. 
Buyers were encouraged to circle dates 
they wanted delivery. Results have been 
fine in non-holiday business. Frank says 
he has plenty of copies of the mailing 
left if anyone cares to see how it was 
done. (Real heart-warmer: Results have 
been running ahead of his test!) 

eee 


.) IS GOOD TO SEE a retailer doing 
a bangup direct mail promotion. Re- 
porter readers in the Detroit area were 
impressed by the 20-page “Back to 
School” men’s wear catalog issued by 
and for the Harry Suffrin Shops 
operating four of “Detroit's Biggest 
Clothing Stores.” An impressive slick 
paper job. Main office is at Shelby and 
State, Detroit 26, Mich. 

eee 
[) A WONDERFUL SLOGAN is being 
used on the outside envelope of their 
fall mailing by Harry and David, Bear 
Creek Orchards, Medford, Oregon. Tied 
in with color drawing of two little bears 
bearing gifts, the curved slogan reads: 
“Heavenly Gifts at Down-to-Earth 
Prices.” In our estimation . . . this car- 
rying envelope couldn't be improved. 

— 

eee 
f) DOCTORS READ THEIR MAIL 
ADVERTISING according to Indicia, 
of Clark O'Neill, | Broad Ave., Fair- 
view, Bergen County, N. J. Maltbie 
Laboratories mailed samples of new re- 
ducing product Bifran to 40,000 general 
practitioners, and invited doctors to send 
for additional free samples for distribu- 
tion to patients. Response was 35%. 
Indicia then quoted Drug Trade News 
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Don’t squander 
Reply-O-Letter leads 
on your salesmen 

all at once 


Dole them out just enough at a time — 
to keep your salesmen opening doors 
on live leads all day long. 
Why not give them out all at once? Because with Reply-O-Letter 
you get so many more inquiries (usually 30 to 40% more) that your 
men might be confused by the quantity and lose respect for the quality. 


And Reply-O-Letter inquiries are the highest quality 
leads you can get. In fact you can tighten up your sales appeal to 
heavily qualify your prospects—and still the leads roll in. 


Find out how Reply-O-Letter with the built-in reply card 
works to put new vigor into your sales program — how 
we keep your salesmen sold on the value of Reply-O-Letter 
leads — how our skilled letter writers and artists help 
put across your sales message. We've been 
doing it successfully for 25 years. 


Get further details about the sales - 
forces we serve. Write for a copy of our > oa 
booklet “It Was Answers He Wanted.” 

On your letterhead, please. 


REPLY-O-LETTER 
9 Central Park West, New York, N. Y. 


Sales Offices: 
New York * Boston * Chicago * Detroit + Cleveland * Toronto 
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Sincerely yours... for 


“LETTERS OF 
DISTINCTION” 


the new 1959 


Goes 


SPECIAL and 
HOLIDAY 
LETTERHEADS 


Your new 1959 samples are ready now! 

58 sparkling designs each spells 

warmth and sincerity. 

that harmonize in de- 
. in friendliness 


Envelopes 
tail of design 


A complete sales manual including 


letter copy manual. 
Illustrated samples... to help you sell! 
They're yours for the asking FREE! 


Just mail the coupon, attached to your 


letterhead DO IT TODAY! 


Goes will help you your 


customers . 


“Next to a handshake— 


YOUR MOST 
PERSONAL GREETING IS A LETTER.” 


prove to 


WE'LL PUT COLOR IN YOUR 
Point of Purchase Displays 
Covers . 
GOES  $1,000,000.00 library of 
ART + PLATES + ORIGINALS 
CHILDREN + GIRLS OUTDOORS 
SCENICS + SPORTS + ANIMALS 
They are available to you in 
the popular priced line of full 
color TRUCOLOR prints — 
sizes 3” x 4” to 22” x 28”. 
YES... Samples are available 


Promotions 


Use 


now ... send your request on 


your letterhead 


LITHOGRAPHING CO. 
42 W. 61st St. + Chicago 21, Ill. 


who reported a 42% return from a 
Barbasol mailing. Piece offered two cans 
of Barbasol Presto Lather with new 
Monstanto antispetic “Actamer,” new de- 
velopment to aid skin problems of young- 
est shavers. Success of the mailing was 
underscored by the many handwritten 
comments on the reply card. 


eee 

POL, OH, POE Foote & Jenks’ 
Uackson, Michigan) new Hawaiian mail- 
ing piece is simple, but deftly eye-catch- 
ing. Consists of regular corrugated card- 
board folded once with die cut opening 
on the cover. Through this hole peeps 
miniature plastic pineapple, tipped onto 
a card inside which carries message, 
order form, and business reply card 
What's the pitch? Why, for pineapple 
syrup. A neat way of capitalizing on 
interest in our newest state. Note to 
Larry Mathany: Maybe it should have 
been from Hawa? 


mailed 


eee 

ADVERTISERS ADDRESSING SYS- 
TEM, St. Louis, Mo., used a clever tie-in. 
This note, on a regular x letter- 
head, was sent along with a check: “To 
Our Suppliers: We apologize for the de- 
lay in this payment. The officers of our 
firm were in Montreal, Canada, attending 
conventions of the DMAA and the 
MASA. As a result, payment of some 
invoices was unavoidably delayed. We 
hope you understand.” We like it. A note 
of explanation is always good. It also 
brings home the point that the company 
on the lookout for 


is wide awake and 


new ideas. 


eee 
NEW YORKER magazine, 25 W. 
43rd St. NYA mailed a four-page 
color brochure reprinting a United Air- 
lines ad from the September 5 issue. The 
stressed fact that modern jet 
line UAL has been advertising continu- 
ously in the New Yorker since 1931. 
Cover was illustrated with drawings of 
vintage bi-planes, but we think the point 
could have been made stronger by in- 
cluding a reprint of that original "31 ad. 


WRITE GO-MONOGRAM, R.1666 
Penobscot Blidg., Detroit, Michigan, for 
a copy of their most unusual announce- 
ment of move to larger quarters. It’s a 
handsome 2 color folder (magenta and 

text paper) and an art 


brochure 


black on ivory 
director's dream 


eee 
| THAT WAS A GOOD STUNT Life 
Magazine pulled during recent Insurance 


Convention in Chicago. Delegates re- 
ceived a letter and folder in- 
viting them to tour Chicago plant which 
edition of Life 


attractive 


produces mid-western 


each week. Folder told of the miracle 
of production which is accomplished in 
72 hours and twenty-five miles high. 
Those who accepted were picked up at 
hotel by limousines and returned to hotel 
to be entertained in Life suite. Good 


promotion. 
— 


eee 
™ ANOTHER PRINTER who is doing 
a good job of self-advertising is Finlay 
Brothers, 390 Capitoi Ave., Hartford 6, 
Conn. One thing we like about their 
consistent mailings to customers is their 
in format. Each folder is 
different . . . from miniature booklets to 
larger dramatic pieces. Naturally . . . this 
change of style gives prospective custom- 


inconsistency 


ers ideas for their own use 
— 


SPEAKING OF SWITCHES in for- 
mat... The Drake Press, 333 S. Broad 
St.. Philadelphia 7, Pa., has published 
over the years a very impressive house 
magazine called “Drake Impressions. 
Their last issue was a variation in their 
continuous theme, “The printed word.” 
The issue was a variation in story form, 
format and type. Instead of a bound book 
. Six single sheets packed in box. Each 

heavy sheet (printed both sides) con- 
tained a dramatic story of what can be 
done with the printed word, with vari- 
ations of design. The ultra modern lay- 
out of the different colored sheets may be 
a littl too extreme for the average 
printing buyer . . . but it certainly reflects 
perfection in the graphic arts 

eee 
} TODAY is the name of a four-page, 
self-mailing house magazine published 
by R. G. LeTourneau, Inc., Longview, 
Texas. The company manufactures all 
sorts of heavy cranes, transporter trucks, 
land-clearing machines. We like to read 
“Today” because it is so doggone in- 
terestingly written. Not high-hat, engi- 
neering doubletalk. For instance, Vol. 
IV, No. 4 told a fascinating story about 
how the “Jungle Busters” cleared out a 
tract of 12,357 acres in Venezuela . 
a solid wall jungle with huge trees as 
high as 150 feet. Job was accomplished 
in 40 days and 40 nights. On cleared 
land, corn grew to a height of 14 feet 
in just six weeks. Tomatoes grew to 
size of a softball; cabbage the size of 
basketballs. Keep talking this way 
and we'll get the world rebuilt and well 
fed. 

eee 
SOUTHWESTERNERS ARE BEING 
TREATED to a breezy new house maga- 
zine put out by Ramada Inn Roadside 
Hotels, a large independent group that 
dislikes being called a chain. In addition 
to distribution at the hotels, magazine is 
bi-monthly to their credit 


mailed card 
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_ Everyone 


This is a stockholder reading a financial report: 
This man sees more than words, figures, and pictures. Unconsciously he is 
reading between the lines . . . looking for the subtle implications that support the 
claims of the company, or cast doubt upon them. He is also influenced by the 
character of the printing. Does it show respect for his intelligence and good 
taste? Whenever a company shows respect for the reader . . . that company 
will win respect in return. Respectful printing must begin with a good printer. See 
him early. Most likely he will prefer a Warren paper, because he will get 


better results and so will you. 


S. D. WARREN COMPANY, 89 BROAD ST., BOSTON, MASS. 


ren's) printing papers make a good impression 


th 
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SEND THE COUPON NOW! YOU CAN 
COUNT THE PROFITS LATER! 
———— sample of the ailing 


ys your 
airect customer send y 


s. Please 
1 recommendations FREE OF RGE. 


list 


Many of the country’s most responsible 
list owners make use of our experienced 
services to rent their customer and in- 
quiry names to other (non-competitive) 
mailers, on a substantial royalty-for- 
each-use basis. We can do the SAME 
for YOU! Our clients are among the best 
known, highly respected companies in 
the US.A., and your royalties will be 
BIG enough to make it worth while. So, 
if your list has 5,000 or more names, 
Send the coupon NOW fbr FREE details. 


DDERN ne. 


215 FOURTH AVENUE + NEW YORK 3, N.Y. 
PHONE: SPring 7-7460 
CHARTER MEMBER: National Council of 


Mailing List Brokers 4 


Eve opener! The quality of “cup 
BOOK™ art is actually amazing... and 
the time and money it can save you! 
Used and endorsed by top advertisers 
for ads, printing, publications, direct 
mail, etc. Letterpress or offset. Get our 
big “EYE OPENER” sample kit, worth 
about $15.00, for only... 


POSTPAID 


Your “EYE OPENER” kit will include 
generous samples from the “CLip BOOK 
OF LINE ART” and “ART DIRECTORS 
Kir" line drawings, halftones, 
lettering, paper sculpture, Serpentine 
Lines and Grafiklines. You'll have 
enough ready-to-use art for dozens of 
paste-ups. Satisfaction guaranteed. No 
salesmen will call. Attach a check for 
$1.95 to your letterhead and ask for 
our special “EYE OPENER” kit. 


HARRY VOLK JR. ART STUDIO 
PLEASANTVILLE 3, NEW JERSEY 


holders. First issue introduced some key 
personnel, recapped recent events, and 
plugged upcoming plans for some of their 
20 different locations. Format is humor- 
ous and easy reading, with plenty of pics 
and cartoon heads. We think they're off 
to a good start and wish ‘em good luck! 

eee 
() THE FIRST ISSUE of the new British 
graphic arts and direct mail magazine 
has reached us. Dated September 1959. 
It is called “Print Marketing . . . the link 
between consumer and producer.” Pub- 
lisher, J. Lee-Richardson, The Manor 
House, Worcester Park, Surrey, England, 
has done a fine job. Filled with interest- 
ing case histories. A Methods Section 
resembles Reporter's Short Notes. Amer- 
ican subscriptions will be accepted at 
$6.00 per year (12 issues). 

— 

eee 


[) HERE IS ANOTHER offbeat humor- 
ous house magazine. Our short note in 
August Reporter (page 19) about Markem 
Machine Company of Keene, N. H., 
caught the eye of K. W. Weeks of The 
Walton Company, Hartford, Conn. It 
stimulated him to send us another candi- 
date for the “crazy house magazine” 
classification. “Crazy” . . . but good. This 
one is the “New Hampshire Scene” 

a four-pager issued by New Hampshire 
Ball Bearings, Inc., Peterborough, N. H. 
Richard Noyes is listed as editor. August 
1959 issue was Number 100. . . so it’s 
in 10th year of publication. Possibly it 
was the inspiration for the Markem style. 
The “Scene” has the same kind of zany 
local news stories. Has a little more seri- 
ous business than Markem. Both delight- 
ful. 


[) MAIL ORDER OPERATORS can 
stop worrying about the threat of out- 
of-state sales taxes. Remember the hub- 
bub caused by Supreme Court ruling that 
states did have a right to tax goods 
shipped from other states? That would 
have caused havoc in the mail order 
field. But just before Congress adjourned 
a bill was agreed upon by Senate-House 
conferences. The President signed. It is 
understood that Congressmen will re- 
examine their action at a later period 
to see if Act covers the situation ade- 
quately. With certain provisos, the Act 
provides that states cannot tax income 
derived by out-of-state company 
through sale within the state of goods 
manufactured elsewhere. Immunity from 
taxing is granted to those companies 
whose sales headquarters, manufacturing 
and shipping facilities are located outside 
the state. The company may maintain a 
sales representative or agent within the 


state, but not a sales office, factory or 
warehouse if the immunity is to be 
granted You mail order people who 
have been pestered by tax demands from 
states other than your own should be 
relieved. We imagine Marcus Braun of 
Kansas City will be relieved too. He 
lost his costly suit against State of Wis- 
consin when the high courts ruled his 
company had to pay a fee for doing 
a collection business within the state al- 
though all business was conducted by 
mail from Kansas City, Missouri. The 
lawyers will have to argue whether the 
new law applies to services (such as 
collecting) as well as products. 
eee 

[) MAIL FRAUD and mail fraud arrests 
soared to record heights during the fiscal 
year ending June 30, 1959. A_ report 
from Chief Postal Inspector David H. 
Stephens shows that, in 139 major mail 
fraud cases, an estimated $43,742,204 
was filched from the public. Arrests 
brought about by Postal Inspectors dur- 
ing the 1959 fiscal year were 28.4 percent 
over the previous 12-month period ending 
June 30, 1958. 


— 
eee 


[) THE COST ASCERTAINMENT Re- 
port of the Post Office Dept. for fiscal 
1958 (ending June 1958) was finally is- 
sued . . . nearly a year after the end 
of a year. We intended to reproduce for 
you the detailed breakdown of revenues, 
pieces, weights, etc. of all classes of 
mail to show the badly proportioned 
rate structure, but it’s better to wait 
until fiscal 1959 is out to see present 
rate comparisons. However, one page 
of the Cost Ascertainment Report seems 
to be haywire. Look at these condensed 


figures carefully. 
Actual Actual 
Class of Mail Revenues Expenditures 
(Cents) (Cents) 
FIRST CLASS 
Per piece 3.39075 3.81642 
Per pound 11856291 133 44733 
DOMESTIC AIRMAIL 
Letters and cards 
Per piece 7.17634 8.07269 
Per pound 207 06169 232 .92444 
DOMESTIC AIRMAIL 
Parcel post 
Per piece 145.71049 
Per pound 82.50543 
SECOND CLASS 
Per mece 91806 491621 
Per pound 2.45490 1303890 
PUBLICATIONS 
Per piece 5.00117 7.35710 
Per pound 10.66348 15.40948 
THIRD CLASS 
Per piece. 1.81560 3.85401 
Per pound . 29.12374 61.82143 
FOURTH CLASS 
Per piece . 49 93021 59 92324 
Per pound ... 9 96836 11.96342 


By some mathematical legerdemain 
the report claims that it costs more per 
piece to handle third class than it does 
first class, which as everyone knows is 
downright silly. Third class mailers, get- 
ting deferred treatment, do all of the 
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mailing processes prior to transporta- 
tion and final delivery. Those figures will 
require some tall-story explaining. In- 
cidentally, all mailers who are seriously 
interested in postage rates should get a 
copy of the Cost Ascertainment Report 
from the Superintendent of Documents, 
Government Printing Office, Washing- 
ton 25, D. C. Price is $1. On 1958 fiscal 
report, study particularly Exhibit 11 on 
page 24. 

eee 
[) SPEAKING OF LOTTERIES .. . 
(see article on page 46 about key pro- 
motions) . . . Sec. 124.42 of Postal 
Manual exempts Fishing Contests from 
lottery classification. Can be publicized 
without violation of law. Wonder how 
many of you know that Sec. 124.53 for- 
bids the mailing of beer to Indians? 

== 

eee 
[] TEXAS now has an “Anti-False 
Wholesale Advertising” Act. It was 
signed into law this summer by Governor 
Price Daniel. It is now unlawful for 
any distributor of merchandise to mis- 
represent himself to the buying public 
as selling at wholesale, unless the ad- 
vertising is directed to retailers who are 
to resell the merchandise. There have 
been many abuses in this selling area. 
Abuses finally result in regulation. 

— 

eee 
[] BAD CHECKS seem to be plaguing 
some mail order people. There has been 
an increase lately. Same experience as 
many local merchants. A problem of the 
times. In the case of mail order . . . it 
is often impossible to get the “customer” 
to make good on the bad check. He 
probably meant to defraud. One mail 
order expert advises this procedure: If 
you are having trouble with bad checks, 
send an immediate acknowledgment and 
“thank you” on all orders which look 
suspicious. State that order will be 
shipped within ten days. In other words 
. . . don’t ship until check has cleared. 
Any other suggestions for handling the 
situation? 

[] SOME OF OUR CORRESPOND- 
ENTS (who sent samples) will be glad 
to know that two more of those decep- 
tive skip-tracing outfits have been cited 
by the Federal Trade Commission. Be- 
ginning of the end. Strangely . . . one 
of the principals of the Action for Cred- 
itors, Inc., Washington, D.C. is the same 
man who was closed up six or so months 
ago for operating a similar outfit in New 
Jersey. They never seem to learn. Un- 
derstand, we have no sympathy for dead- 
beats, but the FTC and most direct mail 
people view with alarm the deceptive 
tactic of the slick tracers whose litera- 
ture would cause most people to be- 
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Mildred Caldwell & Co.—Sacramento 


Cuts Tying Time on Self-mailers 


“EXACTLY 50%” 


“In a timed run, tying self mailers, we 
found time saved was exactly 50% over 
hand tying,” states Mildred Caldwell, 
partner of Mildred Caldwell & Co., fast 
growing Sacramento letter shop. She 
continues, “Now we tie packages of all 
sizes and shapes and get them out on 
time—before we were always in a bind 
getting them ready for delivery. We are 
especially pleased with the neat, tight 
tie made by the Bunn machine... we 
know packages won't come apart even 
with rough handling.” 

Besides tying their own mailings, the 
Caldwell shop does a volume business 


in packaging materials for others... “a 
job that would be impossible without 
our Bunn Tying Machine.” 


A Bunn Tying Machine speeds up 
any tying operation. You get a 
complete wrap and tie FAST—up to 10 
times faster than hand tying! Operation 
is simple, positive and safe. Just place 
the items on the tying table and step 
on a trip. The Bunn machine does the 
rest automatically. 


Find out how Bunn automatic tying 
can save time for your company. Send 
today for complete information. 


B. H. BUNN CO.,, 7605 Vincennes Ave., Dept. RD-119, Chicago 20, Ill. 
Export Department: 10406 South Western Ave., Chicago 43, Ill. 


MAIL COUPON NOW FOR MORE FACTS 


GET THE 
WHOLE STORY 
Send today for 
this fact-packed 
booklet, which 
illustrates the 


B. H. BUNN CO., Dept. RD-119 
7605 Vincennes Ave., Chicago 20, Ill. 


() Please send me a copy of your free booklet. 
() Please have a Bunn Tying Engineer contact me. 


many advantages 
of Bunn Tying 
Machines. 


Or let a Bunn 
Tying Engineer 


show you. 
No obligation. 
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in impression papers 


hampion Papers now cut, 


packaged and ready to run! 


It's a new twist in impression papers! It’s TRIM-PAK— 
the most complete line of impression papers ever 
offered in cut sizes. Now you can get finishes, colors 
and grades never before available. These are gen- 
uine Champion papers in the most popular sizes, 
accurately trimmed, packaged, and ready to run on 
all types of duplicating equipment. 


TRIM-PAK keeps clean and handy in its own moisture- 
proof packages; order just the number you need. 


CHAMPION PAPER SPECIALTIES, INC. 
Hamilton, Ohio— Subsidiary of The Champion Paper and Fibre Co. 


TRIM-PAK is ready to move smoothly and rapidly from 
your shelf, through your equipment and to your 
customers with a minimum of waste, a minimum of 
handling. Precision trimming on our new electronic 
trimmer means papers feed accurately, register 
better and stack easier. For better printability and 
greater readability, put your next job on TRIM-PAK. 
It's available now from your authorized TRIM-PAK 
merchant. For the complete TRIM-PAK story, fill out 
and mail the coupon below. 


CHAMPION PAPER SPECIALTIES, INC. 
HAMILTON, OHIO 


Cc) Please send samples of the new TRiM-PaAK line of 
impression papers 


Please have your representative call on me with the 
complete TRIM-PAK story. 


Name 
Company 


Street 
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Before you 
make your 


next mailing 
. . CHOOSE 
FROM THE 


“BILLION 


MAIL ORDER BUYERS 
INQUIRERS and PROSPECTS 


For an immense fund of data and 
MOSELY custom-prepared LIST 
RECOMMENDATIONS, simply 
send us in confidence a detailed 
letter about your list problems 
along with sample mailing pieces, 


ads, ete. NO COST OR OBLIGA- 


TION. Write: 


Mosely 


MAIL ORDER 
LIST SERVICE. Inc. 


MAIL ORDER LIST HEADQUARTERS 
Veot. R-611 


38 Newbury St., Boston 16, Mass. 
Chorter Member National Council 
of Mailing List Brokers 


Tiny in 
TINY in price.. 
BIG in-popular appeal 


these 
perfectly 


scaled-down 
MINIATURES 


REALLY 
WORK 


screw driver 
jack 
nut 
cracker 


~ 


exoct in every de- 


Authentic metal, 
tail; fascinating to use . . these x" snips 
miniotures ore “‘cast- assembled” in 
one operation GRC's exclusive 
“INTERCAST” process. Natural bright finish or brass 


plated. GRC also die casts and molds special small 
ports to order; ask for special bulletins 


Write, wire, phone TODAY 
for and prices of 
GRC metal miniatures. 


GRIES REPRODUCER CORP. 
World's Foremost Producer of =~ Die Castings 
11 Second St., New Rochelle, N 

New Rochelle 3-8600 


| tives, Inc., 
| execs 


lieve they are part of the U.S. Govern- 
ment. One recipient of their sales ap- 
peal (to creditors) actually thought the 
government had instituted a Gestapo- 
type investigating and collection bureau. 
One thing we cannot understand: Why 
does the Post Office Department give 
these new fellows permits for business 
reply mail, third class bulk and postage 
meter indicia, when they know that all 
similar outfits have been closed through 
action of the FTC? Obvious misrepre- 
sentation by mail should be just as 
abhorrent to the Post Office as it is to 
the FTC and the DMAA. 


eee 
NEW STAMPS will probably drive 
. even if they are liked 
Now, instead of com- 
Mr. Summerfield will 
“American Credo.” 


us all nuts . 
by the philatelists. 
memorative stamps, 


give us a series of 

The first six of this series will be released 
during 1960 and will cover: George 
Washington — “Observe good faith and 


nations.” Thomas 
sworn eternal hos- 
form of tyranny.” 


toward all 
Jefferson “I have 
tility against every 
Benjamin Franklin— “Fear to do ill, 
and you need fear nought else.” Patrick 
Henry — “Give me liberty or give me 
death.” Francis Scott Key “And this 
be our in God is our Trust.” 
Abraham “Those who deny 
freedom to deserve it not for 
themselves.” 


justice 


motto, 
Lincoln 
others 


[) WALTER DREY INC., 257 Fourth 
Avenue, N.Y.C. 10, N.Y., has a new 
brochure describing their 1,000,000 
American “Highbrows” and “Middle- 
brows” at home addresses. Highbrows 
and Middlebrows are people of above 
average intelligence, culture, and/or in- 
come. Drey’s 8-page brochure sells for 
$1.00 but Michael Young, Director of 
Editorial Research, he'll send it 
to Reporter just two 4¢ 


says 


readers for 


stamps if they will write on business 
letterhead. 

eee 


[) “PHE 16 TOUGHEST Sales Problems 
. and Some Suggested Solutions” is 
the name of a free booklet available from 
Porter Henry & Co., 342 Madison Ave., 
N.Y.C. 17, N.Y. National Sales Execu- 
recently asked marketing 
to name the 15 most important 
current sales problems. Porter Henry, a 
sales consulting firm, took the top 16 
problems and suggested possible solu- 


tions. Interesting. 
eee 


[) THE CATHOLIC PRESS DIREC- 
TORY for 1959, listing names and ad- 
dresses and other data for 619 Catholic 


| Newspapers and magazines in the United 


States, Canada and the West Indies, has 
just been published by the Catholic Press 
Assn. This year’s edition is 112 pages, 
and includes name of editors and other 
personnel, circulation totals and areas 
of distribution, plus advertising rates 
and mechanical data. Copies are $3 each, 
postpaid, from Catholic Press Assn., 6 
E. 39th St., New York 16, N. Y. 


_ 
eee 


SPEAKING OF STATISTICS 

the Department of Commerce has re- 
cently published Uncle Sam’s 1959 An- 
swer Book. It’s titled “The Statistical 
Abstract of the United States.” There 
are some half-million figures included 
in this digest of what's what in this 
country. There are 1,054 pages, 1,227 
tables and 44 charts. You can find out 
just about anything you would like to 
know about people and their habits. 
Copies can be secured for $3.50 each 
from the Superintendent of Documents, 


Government Printing Office, Washington 
eee 


[) NEW MODEL 1250A ADDRESSER 
is compact electric machine recently an- 
nounced by Elliott Addressing Machine 
Co., Cambridge, Mass. Suited for smaller 
office operation, it occupies no more than 
half a standard desk top. (Previous model 


was large, cumbersome and operator had 
to stand to run it). It automatically feeds 
postcards, envelopes, folders and sheets 
(up to 7” x 10”) at the rate of 2,000 per 
hour. Stencils are loaded and removed 
by the trayful. Machine has a transcript 
attachment to prepare a list on either 
plain or gummed tape. Price, $495, F.O.B. 
Atlanta, Ga. 

— 

eee 


() THERE IS AN INTERESTING DE- 
VELOPMENT in fluorescent colors 
which may be of interest to people in 
the graphic arts. The Radiant Color Co., 
830 Isabella St., Oakland, Calif. has 
announced a new product called Tenak 
Velva-Glo. The six bright fluorescent 
colors—fire engine red, orange-yellow, 
red-orange, yellow-orange, green and 
chartreuse — come sandwiched between 
two protective layers of paper and may 
be cut to size and shape with power, 
hand or die cutters, sharp knife, scissors 
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MUSIC PUBLISHERS is pleased to announce pub- 
ross the web of paper on the mach DIVISION 
leading merchants + 


does print 
alone tell 
the whole 
story? 


NOT BY A LONG SHOT! 
Composition and expression of ideas are equally important 
in telling your story, and experienced printers and production 
men agree that the paper on which you print your message 
plays a vital role toward catching the reader’s eye and holding 
it. Fraser’s Fra-Opaque has been a favorite of printers and 
production men for years—for this very reason. An economy 
paper of light weight, Fra-Opaque has inherent strength, 
high opacity and striking brightness...a paper guaranteeing 
the best professional results in all print production. Stocked 
and sold by leading Merchants. 


Write to Fraser at 420 Lexington Avenue, New York, N. Y., 
for a free Fra-Opaque sample book. 


Mills: 


Madawaska, Maine F R A Ss E R PA P E R 
Sales Offices: . i M ITE D 


New York 
Chicago 
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get the 
professional 
approach 


-..to your 


DIRECT MAIL 


For a FREE roster of members 
of MASA, the professional 
creators and producers of 
BETTER direct mail, write to: 


mail advertising 
service association 
INTERNATIONAL 


18120 James Couzens Hghy. 
Detroit 35, Michigan 


Master Copper 
Powderless 
Etching 
Machine 


Powderless 
Etching... 


Superior printing — molding is 
now a reality in copper plates. 
Greater depth in highlight, 
middletone and shadow areas. 


HORAN 
ENGRAVING CO., 


44 West 28th Street, New York 1, N. Y. 
MUrray Hill 9-8585 


Branch Office: Newark, N. J. 


or razor blade. When the protective 
paper layers are removed, the plastic 
flourescent surface may be printed, 
brushed or screened. The plastic film has 
an adhesive substance on the reverse 
side and it will adhere to practically all 
smooth, clean surfaces. It is claimed that 
the color brightness will be retained for 
approximately two years of outdoor ex- 
posure. Informational bulletin and sam- 
ples are available from the Radiant 


Color Co. _ 
eee 


TABLE TOP MODEL offset duplica- 
tor has been introduced by A. B. Dick 
Co., 5700 West Touhy Avenue, Chicago 
48, Illinois. Machine is roughly 25” by 
25” and 20” high, and can handle paper 


sizes ranging from 3” by 5” up to 112” 
by 16”. Its automatic feed system is 
said to be virtually jam-proof. Called 
the Model 320 Table-top offset dupli- 
cator, it is capable of duplicating up to 
7800 copies per hour, depending on paper 
and type of duplicating required. 

eee 
[) FOR A GOOD-LOOKING CATA- 
LOG describing office plastic binding 
operations for sales manuals, catalogs 
and so forth . . . write to the General 
Binding Corp., Northbrook, Ill. In addi- 
tion to giving you much information 
about binding, the catalog is a beauti- 
ful example of skillful explanatory pres- 
entation. The four-color illustrations are 
brilliant, and it is a fine job throughout 
of layout, typography and illustration. 

[) COMPACT ADDRESSING MA- 
CHINE introduced by Scriptomatic Inc., 
Phila. 7, Pa. features an electronic sens- 
ing device that can “read” information 
punched on card masters and selectively 
address and count simultaneously without 
disturbing file sequence. It is adaptable 
for use with IBM, Remington Rand, or 
other punched card systems. Called the 
Model 10-S Addressing Machine, it can 


4 


switch from automatic feeder to hand 
feed in less than a minute. 

eee 


PLASTIC BINDING CORP., 732 S. 
Sherman St., Chicago 5, IIL, announces 
a new electric punching unit and a foot 
pedal binding unit, which together offers 


a simple space saving binding depart- 
ment. Model 27 electric punching unit 
can handle sheets and covers up to 12” 
long. The Model 27 Binding machine has 
12” of binding area and can handle 
books up to 1'4” thick. Full details are 
available by writing Plastic Binding. 

eee 

[) ANCIENT PICTURES are appearing 
more and more often in house magazines, 
annual reports and anniversary advertise- 
ments. You'll notice that most are cred- 
ited to The Bettmann Archives. Bettmann 
organization has recently started issuing 
one sheet samplers on different subjects. 
If interested in seeing one or more of 
these samplers, write to Dr. Otto L. 
Bettmann, 215 East 57th St., New York 


eee 


[) WE’VE BEEN TRYING the Letter- 
Gram format offered by The Letter- 
Gram Co., 4750 Chestnut St., Philadel- 
phia 39, Pa. It really simplifies corre- 
spondence. It’s not altogether a new 
idea. Was developed a number of years 
ago, but in its present form it’s com- 
mercially practical. The Letter-Gram 
comes in a triplicate set with carbons 
in between. Your outgoing message is 
typed in the middle section. There is an 
equal space at the bottom for reply 
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come in 


COVER 


SIZES 


Write on your letterhead 
for LINTON'S Portfolio of Cover Examples 


LINTON BROTHERS & COMPANY, INC. Fitchburg 2, Massachusetts 
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PRIDE 
IS THE DIFFERENCE 


Atlantic 
Pastel 


Cover and Offset 


Adds an extra color to a wide 
variety of printed pieces with- 
out additional printing cost. 
Six attractive, matching col- 
ors. Distinctive Suede Finish. 
Atlantic Pastel lends dignity 
to fine printing, boosts eye 
appeal, sets a delightful mood 
for creative effects. 

Available through your Fran- 
chised EASTERN Merchant, 
or write direct for a generous 


sample. 


EASTERN 


ExCELLence 
FINE PAPERS 


EASTERN 


EASTERN FINE PAPER AND PULP DIVISION 
STANDARD PACKAGING CORPORATION 


BANGOR, MAINE 


The addressee’s name and address shows 
at the top left and through a window 
envelope. When message is mailed, you 
send out the original and first carbon 
and keep the third carbon for followup. 
The addressee types his reply on the 
bottom and sends back either the original 
or the carbon in a smaller enclosed 
window envelope, which shows your 
address in the top right space in which 
it is printed on the original form. Worth 
investigating. 

— 
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| THERE IS A GOOD NOVELTY 
item available to anyone who can tie 
in with the current interest in space 
projects. The Saul Menick-David Sadel 
Associates, Inc., 145 Kennedy St., NW, 
Washington 11, D. C. is offering several 
types of 442” revolving disc charts. By 
turning the wheel, you can get statistical 
information about ten of the major 
planets in relationship to the earth. In- 
teresting as a study and as a conversa- 
tion piece. 
eee 


IF YOU ARE WORRIED about 
Christmas gifts for business purposes .. . 
write to The Business Goodwill Advisory 
Council, 1145 Nineteenth St... N.W., 
Washington 6, D. C. or at 620 N. Michi- 
van Ave., Chicago 11, Illinois for an 
informative folder entitled “Business 
Gifts at Christmas . . . Good or Bad?” 
Council was recently formed by a group 
of sales managers interested in clearing 
the air relative to the subject of business 
gift giving. Folder lists seven basic 
guides for the selection and distribution 
of business gifts. 

eee 


STOPOVER AT BETHLEHEM is a 
short fictional Christmas story published 
in booklet form by Birk & Co., 22 E. 
60th Street. This is first such printing 
we've seen from Birk, who usually write 
technical manuals for manufacturers. The 
booklet is attractively designed in blue 
and gold and the story tasteful and ap- 
pealing. Birk is offering it in lots of 250 
and up for company name-imprinted dis- 
tribution at a modest price. 

— 
eee 


) OFTEN IN THE PAST we have 
criticized various franchise or syndi- 
cated catalog deals. These were the deals 
offered to the neophytes for getting them 
into the mail order business, and very 
rarely have we ever seen one of them 
work. But we are not opposed to all 
syndicated deals. One of the fine excep- 
tions are the catalog flyers offered by 
The Sloan-Ashland Division, Merchan- 
dise Mart, Chicago 54, Ill. A recent deal 
supplied to established mail order houses, 


department stores and retail establish- 
ments of various kinds was a circular 
offering a complete home Bell & Howell 
movie set for $149.95. The deal was of- 
fered only to established and reputable 
outfits . . . not to new and unknown 
beginners in the mail order field. We 
understand returns were sensational for 
a high-priced offer. Among the firms 
who used the promotion, the returns 
have averaged about $1,500 per 1,000 
circulars mailed. If you would like to 
see the successful circular . . . write 
to Albert E. Sloan for a sample. 

— 

eee 
[) IF YOU ARE HAVING a business 
anniversary you might write to 
Carole Karakas at The Foxon Co., 235 
W. Park St., Providence 1, R. I. and ask 
her to send you a copy of her poetic 
letter about anniversaries. Attached to 
her letter you should find a glassine 
envelope filled with samples of beauti- 
ful metallic embossed anniversary labels 

used in the past by world-known 

companies. Such labels add a_ distin- 
guishing touch to any letterhead or 
envelope. 

[) HOWARD SHAW has produced an 
interesting pamphlet about his new coun- 
selling organization to work with man- 
agement in improving business com- 
munications. You can get a copy by 
writing to Institute of Management 
Services, 245 West Union St., West 
Chester, Pa. Howard, as many of you 
know, wrote The Reporter booklet, “How 
to Think About Letters.” For the past 
six years he was Director of Public Re- 
lations for the American College of Life 
Underwriters. Before that he was coun- 
sellor to many important companies on 
letter improvement training programs. 

— 

eee 


GLAD TO SEE THAT Clark-O'Neill, 
Inc., | Broad Ave., Fairview, N. J. re- 
printed in its August 1959 “Indicia” 
(house magazine) that famous fable 
about pharmaceutical advertising writ- 
ten some years ago by Allen Klein for 
the Pharmaceutical Advertising Associa- 
tion. We printed it in The Reporter. 
The article caused a lot of talk, not 
only in pharmaceutical circles but among 
all people interested in the future of 
direct mail. Wish we had the space to 
print it again. But in case you want to 
learn about “The Day Direct Mail to 
M.D.’s Ceased” you can get a copy by 
writing to Clark-O'Neill. 
eee 

BIG PLANS: We understand the 
Mail Advertising Service Assn., 18120 
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PRIDE IS A SEEDLING. Planted with faith in the future. With a man’s own 
satisfaction an important part of the reward. Pride. Insistence on a job superlatively 
done. Pride. Present wherever a proud printer calls for Atlantic fine papers. 


Atlantic 
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James Couzens Highway, Detroit 35, 


Mich. is planning to sponsor an Inter- | 


national Mail Advertising Conference to 


be held in Deauville, France during May 


of 1961. The association now has more 
than 1,000 members in 14 countries. It 
is felt that the time has arrived when 
a European meeting should be held to 
discuss international postal regulations, 
the effect of the European common 
market, mailings to other countries, co- 
operation in the exchange of mailing 


lists and other items of mutual interest. | 


Members from North America will as- 
semble in New York and journey to the 
International Conference by jet airliner. 
All commercial creators and producers 
of mail advertising will be invited. For 
more information write to Secretary 
Max T. Lloyd at headquarters. 


)} THE BEST LAUGH of the summer 
season came from reading the August 
1959 issue of “The Management Re- 
view,” which is the official publication 
of the American Management Assn., 
1515 Broadway, New York 36, N. Y. 
As a summer replacement for serious 
business, Editor Vivienne Marquis au- 
thored a six-page article, titled “The 
All-Purpose Management Speech.” The 
announced purpose was to enable the 


serious student of management science 
to examine the original source of many 
speeches he has heard in the past, and 
will doubtless have to endure through- 
out the remainder of his career. The 
article gives an outline for a_ big-shot 
speech on “Trends, Aspects and Impli- 
cations of the Challenge Before Us.” It 
is filled with all the well-known, pon- 
derous cliches and round-about talk 
about nothing. Right before the close 
of the talk there is a space left for a 
40-minute statement, which the speaker 
is trying to have inserted into the “Con- 


gressional Record.” In the margins ac- | 


companying the five pages, there are 
delightful cartoons of one of the lis- 
teners, gradually succumbing to exhaus- 
tion. We understand that non-members 


of the AMA can secure single copies | 


of each issue for $1.25. 
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Fe Man in the Gay See freed 


The success of any mail 
campaign is very dependent 
upon assembling various 
parts of the direct mail 
RESEARCH package for mailing at the 
COORDINATION RIGHT TIME. 
pon’ A national pharmaceutical 
company wanted to mail 
214 million samples. Some 
of the details coordinated by 
an LMR List Consultant were: 
¢ Selection of proper lists. 
¢ Compiling Nielson areas 
sample distribution data. 
Arranging sample ship- 
ments from Philadelphia. 
Supervising construction 
of specially designed 
labeling equipment. 
¢ Obtaining Post Office approval for bundling in cartons, 
not with string, to insure best sample delivery to 
customer. 
The result—2!4 million samples mailed at the RIGHT 
TIME—costing substantially less than before. 
The **Man In The Gray Tweed Suit,’ the LMR List 
Consultant, is known for his ability to coordinate all 
phases of a direct mail program. 


To contact “The Man In The Gray Tweed Suit’, 
ask your list broker to arrange an appointment... 


( Kamsey and Ay UNC. 
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Ad Agency DM Workshop 
Set for December Ist, 
Hotel Plaza, New York 


An Advertising Agency Direct Mail 
Workshop, the third of a series of 
seven DMAA workshops planned this 
year, will be held Tuesday, December 
1, at the Hotel Plaza, New York. 

Traditionally, most ad agencies 
haven't found extensive use for mail 
advertising. But, during the past few 
years, a growing number of them have 
included mail in their media menu. 

At the helm of this year’s ad agency 
workshop is Earl Buckley of The 
Buckley Organization, in Philadel- 
phia, who is drawing up the program 
for the full-day event with Colin 
Campbell of Campbell-Ewald Co., De- 
troit, Ferd Ziegler of MeCann-Erick- 
son, and Fred Messner of G. M. Bas- 
ford, New York. 

The program, which will be off the 
press and in the mail this week, is 
tailored to present ideas—backed up 
with facts about how direct mail can 
supplement and improve advertising 
campaigns. 

Registration material for this ses- 
sion is available from Herb Rohrbach 


at DMAA Headquarters. 


Convention Preparation 
For 1960 Begun with 
Board Meeting in Miami 


Wheels setting the 1960 DMAA 
Convention in motion are beginning 
to roll, In Montreal, last September, 
the Miami exhibit booth registered 350 
for next year’s event at the Americana 
Hotel (see cut), October 9-13. 

Last month a five-man steering com- 
mittee for the DMAA’s 43rd Annual 
Convention was selected: Ted Bihler 
of The Journal of Commerce is chair- 


Direct Mail Advertising Association 
3 East 57th Street, New York 22, N. Y. 


MUrray Hill 8-7388 


ing Service (Freeport, N. Y.) is pro- 
gram chairman; Henry (Pete) Hoke 
of The Reporter of Direct Mail Adver- 
tising is promotion chairman: Richard 
Messner of Marbridge Printing Co. is 
entertainment chairman and Lou En- 
tler, who heads his own company in 
Miami, Florida. 

On November 19th, the Board of 
Governors have scheduled a meeting 
at the Americana Hotel. The board 
members will inspect exhibit space, 
meeting rooms, banquet and room fa- 
cilities. Several governors will arrive 
a day earlier to take part in a joint 
dinner meeting of the Advertising and 
Direct Mail Clubs of Greater Miami. 


Pharmaceutical Session 
Scheduled November 10 


The annual Pharmaceutical Work- 
shop, sponsored by DMAA, is sched- 
uled for Tuesday, November 10, at the 
Plaza Hotel, New York. 

John W. Eckman of Thos. Leeming 
& Company, Inc. is chairman for the 
all-day workshop featuring presenta- 


tions and talks by drug executives. 

Harry J. Knox of Medical Promo- 
tion Records, Inc. and Dean Stubble- 
field of SchenLabs Pharmaceuticals, 
Inc. will take part in the program. 


1959-’60 DMAA Events 


e Annual Pharmaceutical Work- 
shop. November 10, Hotel Plaza, 


N. Y. 


e Second Advertising Agency Work- 
| December 1, Hotel Pl: 
shop, ember |, Hote aza. 


e Sixth Annual Fund 


N. Y. 

e Eighth Annual Circulation Work- 
shop, N. Y. 

e Third Annual 
shop, Pittsburgh, Pa. 


Raising, 


Industrial Work- 


e West Coast Convention, May 4-5, 
San Francisco. 

e Direct Mail Institute at Univer- 
sity of Hlinois, June, 1960, full week. 

e 1960 43rd Annual DMAA Con- 
vention, Americana Hotel, Miami, 
Florida. 


1960 DMAA CONVENTION SITE: AMERICANA HOTEL, MIAMI 


man; Robert F. Dale of Creative Mail- 
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Committee Assignments 
Announced by Dembner 
For 1959-’60 Year 


Since his election as Chairman of the 
Board of the DMAA in September, S. 
Arthur Dembner has bolstered the stand- 
ing committees of the Association with 
outstanding men and women. 

These committees, totaling 14, have the 
collective responsibility of recommending 
to the Board of Governors programs and 
policies which will best serve the mem- 
bership and the industry. 

Among committee assignments an- 
nounced recently by Dembner: 

EXECUTIVE COMMITTEE: §&. 
Arthur Dembner (chairman), circulation 
manager, Newsweek magazine, New York; 
Earle A. Buckley, president, The Buckley 
Organization, Philadelphia; Robert A. 
Enlow, manager, Circulation and Records 
Department, American Medical Associa- 
tion, Chicago; Ferd Ziegler, vice-presi- 
dent, McCann-Erickson, Inc., New York. 

NOMINATING COMMITTEE: Colin 
Campbell, (chairman), executive  vice- 
president, Campbell-Ewald Co., Detroit; 
Joseph McGee, Jr., president, Old Ameri- 
can Insurance Company, Kansas City, 
Missouri; Tad R. Meyer, director of ad- 
vertising and sales promotion, Nekoosa- 
Edwards Paper Co., Port Edwards, Wis- 
consin; Henry C. Cowen, assistant sub- 
scription sales manager, Look magazine, 
Des Moines: Miss Edith Walker, circula- 
tion manager, Book-of-the-Month Club, 
Inc., New York. 


MEMBERSHIP COMMITTEE: Ber- 
nard Fixler (chairman), president, Crea- 
tive Mailing Service, Freeport, New York; 
Lester Wunderman, Wunderman, Ricotta 
and Kline, Inc., New York; Guy L. Yol- 
ton, Nation's Business, Washington, D. C.; 
Ferd Nauheim, Kalb, Voorhis & Co., 
Washington, D. C.; Harold U. Banks, Sun 
Life Assurance Co. of Canada, Montreal: 
W. MeF. Beresford, executive vice-presi- 
dent, James Gray, Inc., N. Y.; Fred 
Kellam, American Heritage, N. Y. 

FINANCE COMMITTEE: Robert A. 
Enlow (chairman), American Medical As- 
sociation, Chicago; Lester Suhler, vice- 
president subscription manager, 
Cowles Magazines, Inc., New York; Ray- 
mond C. Strawbridge, Dickie-Raymond, 
Inc., Boston; H. Kurt Vahle, Cupples- 
Hesse Corp., St. Louis. 


STANDARDS OF PRACTICE COM- 
MITTEE: Colin Campbell (chairman), 
Campbell-Ewald Co., Detroit; Boyce 
Morgan, Boyce Morgan Associates, Inc., 
Washington, D. C. 

RESEARCH COMMITTEE: H. Hunt- 
ley Geddes (chairman), director of re- 
search, Direct Mail Division, R. L. Polk 
& Co., Detroit; Philip I. Ross, president, 
Philip I. Ross Co., N. Y. 

WORKSHOP COMMITTEE: Robert 
M. de Sombre, vice-president, Gulf Pub- 
lishing Co., Houston. 
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DMAA BOARD OF GOVERNORS 


Seated: Robert F. DeLay, DMAA 
president ; Huntly H. Geddes, R. L. 
Polk & Co., Detroit: Ferd Nauheim, 
Kalb, Voorhis & Co., Washington, D. 
C.: Earle A. Buckley (vice-chairman 
of DMAA Board), The Buckley Or- 
ganization, Philadelphia; S. Arthur 
Dembner (DMAA Board Chairman). 
Newsweek, New York: Robert A. En- 
low (DMAA_) Treasurer), American 
Medical Association, Chicago: John 
H. Warner (DMAA Secretary), Aetna 
Life Insurance Co., Hartford; Harold 
U. Banks (Canadian vice-chairman). 
Sun Life Assurance Co. of Canada. 
Montreal; R. J. Foster, Henry Field 
Seed & Nursery Co., Shenandoah, lowa: 
Ferd Ziegler, McCann-Erickson, Inc.. 
New York. 


COMMITTEE: Ferd Nauheim, Kalb. 
Voorhis & Co., Washington, D. C.; Mack 
Weiss, sales manager, New Era Litho- 
graph Co., N. Y. 

LEGISLATIVE COMMITTEE: T. V. 
Bihler (chairman), business manager, The 
Journal of Commerce, New York. 


ETHICS COMMITTEE: Lewis Kleid 
(co-chairman), Lewis Kleid, Inc., New 
York: David Goldwasser (co-chairman), 
president, Atlanta Envelope Co., Atlanta; 
Lucian W. Burnett, Curtis Circulation 
Co., Philadelphia. 

CONTEST COMMITTEE: Ferd Zie- 
gler (chairman), McCann-Erickson, Inc., 
New York; Richard Messner, vice-presi- 
dent, Marbridge Printing Co., Inc., New 
York; J. J. Maloney, advertising produc- 
tion manager, Aluminum Company of 
America, Pittsburgh. 

EDUCATION COMMITTEE: Austin 
Ettinger (co-chairman), assistant pub- 
lisher, Redbook Magazine, New York; 
Professor John W. Enders (co-chairman). 
Marketing Department, Manhattan Col- 
lege, Riverdale, New York; Roy G. Ry- 
lander, The Rylander Co., Chicago; Fred 


Standing: Robert -N. de Sombre, 
Gulf Publishing Co.. Houston; Wil- 
liam T. Clawson, Harris-Intertype 
Corp., Cleveland; Gifford M. Booth, 
Jr.. Grit Printing Co., Wichita, Kan- 
sas: James J. Maloney, Aluminum Co. 
of America, Pittsburgh: W. MacFar- 
land Beresford, James Gray, Inc., New 
York: Colin Campbell (retiring DMAA 
Board Chairman), Campbell-Ewald 
Co.. Detroit: Bernard Fixler, Crea- 
tive Mailing Service, Freeport, N. Y. 

(Three board members out of cam- 
era range: Fred Williams (Western 
vice-chairman), Pennzoil Co., Los An- 
geles: Dan Hardt, Kimberly-Clark 
Corp., Neenah, Wisconsin: Howard M. 
Turner, D'Arcy Advertising New 


York.) 


Messner, vice-president, G. M. Basford 
Co., New York; G. W. Charlesworth, 
Deere & Co., Moline, Illinois; Jack Shel- 
ton, Suasalito, California; Professor 
George Balko, Clark University, Worces- 
ter, Massachusetts; Dr. Alfred Gross, 
New York University; Professor Albert 
Romano, Fordham University, New 
York; Dr. Frank Millar, Southern Meth- 
odist University, Dallas; Dr. Marvin 
Hoffman, Western Reserve University, 
Cleveland, Ohio; Dr. Melvin Humphrey, 
Morgan State College, Baltimore; Pro- 
fessor Charles J. Collazzo, University of 
Hartford, Connecticut; Professor Robert 
W. Haverfield, University of Missouri, 
Columbia, Missouri; Mr. Alfred Mandu- 
ley, Manhattan College; Mr. Claude 
Bolser, The City College of New York; 
Dr. Royal H. Ray, Florida State Uni- 
versity, Tallahassee, Florida. 

PUBLIC RELATIONS COMMITTEE: 
Dick Hodgson (chairman), executive edi- 
tor, Advertising Publications, Inc., Chi- 
cago. 

CASE STUDY COMMITTEE: Earle 
A. Buckley (chairman); Henry (Pete) 
Hoke. 


: 
f 
ae 
‘lee 
2 


REPORTER'S NOTE 


For some time now, we've been trying to get the 
lowdown on a rany series of letters . . . the Boswell 
Beaver letters, used so effectively by Sales Relations, 
A Creative Division of the Hooven Letter Company 

(214 West Olympic Blvd. Los Angeles 15, California) 
to drum up business. Three weeks ago, the article 
arrived from Maurice Dallimore, SR’s Director. Maybe 
you think the picture on the left is a gag. It isn’t! 
Maurice is quite o guy. Wos probably born wearing 
greasepaint, for he’s spent a lifetime around 

show business. He spent three and a half years in 

English repertory with Lupino Lane, and under- 
studied Robert Donat in “The Devil's Disciple” at the 

Piccadilly in London. He's made numerous motion 
pictures in England and performed for the BBC. In New 
York, he was technical director for NBC-TV network 
shows that used settings in England, India or the 

For East. Also appeared on various live TV network 
progroms. Currently Maurice is appearing on Hollywood 
TV as Lord Safetyseal on Jams And Jellies and with 
Bill Burrud’s “Treasure” program. We think you'll 

enjoy reading Maurice's views on the worthwhile- 

ness of so-called “off-beat” letter promotions. 
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famous Rodney the Frog. The Seattle 
campaign was mailed to 650  pros- 
pects; drew 45 bona fide responses 

a beaver-whisker under From 
these 45 responses, eight actual ac- 
counts were developed—one of them 
being the largest single potential user 
of our client’s services in the area 
filling the needs of this account, alone, 
kept him and his staff busy for about 
twelve months). 

This satisfactory result not only 
filled us with jubilation, but sparked 
an overdue sense of business acumen 
on our behalf. After all we were 
offering an advertising service, and 
our Seattle Client was offering a 
business consultant service. Both 
being services, why not use the cam- 
paign for ourselves in Los Angeles? 

We promptly bought back the rights 
to Boswell. Not only is he now about 
to set off on his fourth campaign for 
us, but we have franchised him to a 
client who conducts a_ nation-wide 
course in selling automobiles. Since a 
large proportion of our creative writ- 
ing is done in behalf of advertising 
agencies, our last two mailings have 
been addressed specifically to these 


A BEAVER BY THE TAIL... 


First letter from Bos Beaver, 
complaining of log-straddling 
salesmen, gave no hint of its 

origin and paved the way for 

next two letters (not pictured). 

Letters 2 & 3 bemoaned sales- 

men who were communications 

tanglers (see cover) and em- 
empire builders. Fourth letter 
(upper right) finally let the 
beaver out of the bag 
telling readers thot letters were 
from Sales Relations. Fifth and 
final letter (bottom right) 
wrapped up the Beaver story, 
while making a bid for accounts. 
Suggest, now, that you read 
Brother Dallimore’s dissertation. 


prospects. This in turn leads to out 
developing not just one account, but 
often two or three from the same 
agency. 

We have gone ahead by leaps and 
stumbles. Humor is a temperamental 
mistress: and the writer who can con- 
sistently woo her is an avis very rara 
indeed. At the moment, we have suc- 
ceeded in finding only four writers 
with that special blend of whimsey, 
commercial perception and wacky im- 
agination that we try to infuse inte 
our letters. We have however, learned 
a lot along the way and should you be 
considering developing along — these 
lines, we happily pass along some of 
these lessons. 

The first is that, just as in any other 
type of direct mail writing, you must 
look at it from the client’s point of 
view. Many a time we've gassed one 
another with a piece of copy in the 
office . . . only to find that when we've 
proudly produced our masterpiece to 
the client overlooked an im- 
portant selling point, or presented some 
feature in the wrong light. When you've 
re-written a piece of copy six times, 


we ve 


somehow the charm of it seems to 
evaporate. 
Secondly. we've found that you 


must think through the story-line, back- 
ground and personality of an animal 
character as carefully as a_ novelist 
does when writing about humans. Con- 
tinuity of action must be preserved 
throughout each successive letter. For 
instance, Delilah—a Dalmatian we 
developed for the Stanthony Corpora- 
tion, makers of kitchen ventilating 
hoods and charbroilers—has one com- 
pelling reason for writing each letter. 
This is: to meet a male dog who will 
be worthy of her . . . “a young, hand- 
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some, wealthy, refined dog who appre- 
ciates the best life has to offer 
namely, ME!” 

By Letter No. 4, she has so lowered 
her sights that she is begging her cor- 
respondents to find her something that 
looks like a dog. A wolf? A coyote? 
\ large fox? A small bear? Similarly. 
Topsy the Canary (for Tops Records } 
is unique in show business because she 
can't sing—although her mother is 
Madame Madli-Perchi, the only bass- 
baritone canary in the history of the 
Met. But Topsy wants to recite Shake- 
speare — so won't her correspondents 
write Tops Records and persuade them 
to let her record some passages 7 

Thirdly — and here you'll probably 
have to fight your bloodiest battles 
you must resist all attempts to make 
you insert “hard sell” into your 
humorous letters. We believe our clar- 
acters achieve their success by a tacit 
suggestion that “of course, the prod- 
uct is the best in its field . . . you take 
that for granted . . . now let’s get back 
to the really important thing — how 
about that male dog (or that Shake- 
speare recording etc.) 

In other words, our campaigns are 
designed not so much to sell goods 
directly (although that often happens. 
too) as to build up a distinctive per- 
sonality for the client's company, to 
open doors for his salesmen. By iden- 
tifying themselves with the fictional 
character, these representatives 
themselves already in a climate of ac- 
ceptance. We have found this true, too. 

When following up campaigns. our 
account executives announce them- 
selves as “Boswell Beaver’s representa- 
tive” rather than as from Sales Rela- 
tions. We've gone one step further on 

(Continued to top of next page) 
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this gag and supplied them with special 
calling cards bearing only Boswell 
Beaver’s signature on a wood-grained 
background. 

Another thing we have found to be 
important is to get readers into the 
act via the reply card. We deliberately 
invite them to vent their wit, their 
inventiveness (okay — their spleen, 
too) in spaces provided on the card. 
Thus, our own card finishes with 
“Look, Wise . . .” (here a blank for 
writing-in) and the printed Parthian 
shot: “And the same goes for your 
fur-bearing friend!” 

= New characters are being constantly 

avince sane added to the Sales Relations menagerie. 

were the ony In addition to those mentioned, we 

‘i have Holister Hound, a mutt belonging 

to a coil and spring manufacturer, a 

camel for a savings and loan associa- 

tion, a 90-year-old tortoise for a home 

movie distributor, a kangaroo for a 

vitamin concern, a French poodle for 

a national distributor of women’s hair 

art, them enewing? tints (tieing-in with full page color 

but how Go T ads in national magazines), a firefly 

for a manufacturer of fluorescent 

lighting equipment, and an elephant 

BroveR for a credit association, Crazy? Maybe. 

Bs" But, as Boswell says, “If you can’t sell 
president construction it. don’t dam it.” @ 
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SALES RELAT 


be the firs 


But enough of this 

the time to think 3 v 

you opened my letters; and secretary, Harriet Hotpelt, always says: 


got me back on the road to 


and got 

Wise 
service. I 

i my share of 


The wet Mr. Wise explained Ce Sales Relations is a psychological force designed to 
increase sales and good 2 through EFFECTIVE direct mail. So - I let him pay off 
his salvage debt with a special campaign. 


Since then my ¢@ become the vest known, best liked personalities in 
s er than a bee's bottom. It's SO hot, I'm giving you 
4 se like his. That's old man Wise, 
W. Olympic, ies Angeles 15. In fact, 
he'll probably contact y anyway. ad u feel that there's nothing wrong with 
your sales position, don't worry. Larry will think of something. 


Confidently, 


President 
Beaver Dam Construction Company To coin & platitude, 


to BE the 1 adere . 

I'm also giving you Larry's phone number, RI 7-0241. That way, if you wish, 

S$ you can get to him first and tell him to stop bothering you. It's the genteel (a3 ct 

« @ thing to do and you won't have to set the dog on him. eee i 4 
Lawrence C. Wise 

“The C. in his name stanis for Charley. Larry's father wanted a boy. president 
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I wanted YOU to to know. 
All those sales problems I wrote to you about have just been straightened out. Not De ae 
ee only are my beavers doing their best to dam the untry, but they've set a new record ee 
eer for deforestation. Even my most cynical prospects agree they've never met such a oa 
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At least Now that our ear up couple of thing ve wad im, 
I thougn + - we i 
Speaking of characters, it was one of your own species vho Although Boswe 11's ha ters, ther nott 
solvency. RITLDERS) were *4°** t na 
other sed charact ity, price, 
We met quite by accident. This fellow was flycasting in one of my spil titive acts yal factors ™ 
te in over his head. When we pulled him out he told me his name was Law: Obviously, When COmPS®’-e generally governes hv 
eg and that he offered a combined Printing, Direct Mail and Sales Relatior ervice, our decisions ar : : - t bon 
oe be could tell he was a printer by the color of his thumbs, and I've ignore the guy we like b st. man can have it's &° e It's cae 
direct mail - but that SALES RELATIONS bit threw me. the greatest “that doesn't come tn © “extol th 
good wili + ale tool sow can he caw 
Yet, although good the one 98 service, but 
= easy * ‘tant thing he bh ct mail - se4+™ 
most i rtant to do th wh 
That is exactdy © sctie re needs thet 
man who se21s the tee of succt tt rt must 
¢ direct mail is no GUM your competitors: 
yf course the mere ity that sets you art 
enecial spark or pers” 
ypen doors and the | % Mail Industry"* be 
of the Diz e think you'4 
with our SALES RELAT! “these vital advantages: ‘les-producing direct ™ 
vrepared to give you n attention-getting, © 
we are prepa? n the budget 
rprised at how easy on —— 
to follow the ,der, but it 
1 
i 
sal 


Reporter’s Note: 


You may want to stand up and cheer after reading this. ¥ 

We did . . . for it presents a point of view on the very funda- ; 

mentals which have permitted this country to achieve its economic 

high place. It interprets these fundamentals in terms of a Postal . 
Policy which could help this country achieve a higher goal. The 
Reporter salutes H. W. Brawley for a most important contribution to 
the debate which is shaping the kind of Postal Establishment we 
are to have in the years ahead. Mr. Brawley, born in 1917, attended 
University of the South, Sewanee, Tenn., and University of Southern 
California; is an Air Force vr ‘ran; has seen service in the Office 


OME people get excited about taxes. Others get high 
blood pressure over the A-bomb. But if there’s one 
thing on which everyone, informed or not, has an 
opinion, it's on the running of the Post Office. 

There is no mystery why so many citizens are inter- 
ested in the Post Office Department and how it is oper- 
ated. Its half million plus employees transport over 60 
billion pieces of mail for us annually (an average of 348 
per capita) ... more than all the rest of the world 
combined. 

The average family gets several hundred visits a year 
from the postman. Officially we have just over 36 
thousand post offices. But that is only part of the picture. 
If branches and stations are added in too, the total 
comes to nearly 49,000, 

Over 31 thousand rural routes serve the 9 million 
families living near a million and a half miles of U. S. 
roads. These are supplemented by more than 10 thou- 
sand star routes. 

The 31 thousand rural carriers do more than deliver 
mail. The R.F.D. carrier is a kind of traveling post office, 
selling stamps, money orders and registering letters - 
in short, providing many of the services offered by a 
post office. Annual financial transactions of the post office 
exceed 21 billion. The Post Office Department is the rail- 
roads’ biggest customer. 

Postal workers have their own pride of organization 
and the tradition that the mails must go through is a 
kind of unwritten law. But although the Post Office 
touches our lives more often and more closely than any 
other Government agency, most of us take it for granted. 
The battle in the background may threaten to curtail the 
service it provides, but that battle is something of which 
the average citizen is unaware. 

Two classical, unresolved theories of the proper func- 
tioning of the Post Office Department now prevail: There 
are those who believe that all decisions should be made 
on the basis of the best possible service to the people: 
there are others who insist that unless service can be 
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rendered within the framework of a balanced budget, 
service must be reduced or eliminated. 

I have just returned from a meeting of Committees of 
the International Postal Union in Switzerland. This 
organization is made up of over 100 member countries. 
Red China is the only significant non-member — a non- 
member because that Communist country has not been 
admitted to the United Nations. 

One of the Committees considered adopting new rules 
of procedure for the next Congress in 1962. The rule 
change proposed by the delegate from Yugoslavia would 
have permitted the admission of Red China in 1962. The 
proposal couldn't be defeated. However, at the suggestion 
of our delegation, it was postponed until next year. 

It seems to me worth noting that the importance of 
the mails is so widely recognized in the world today that, 
whatever their political differences, most nations are able 
to reach an agreement on facilitating the international 
movement of mail. 

A few weeks ago the Canadian Postmaster General 
described for 1500 major U. S. business mailers the 
philosophy which governs the Canadian Postal System. 
Postmaster General William Hamilton told the group: ; 

“It is a cardinal principle of the postal service of itt 
Canada, that we are a service organization and that our ee 
effectiveness depends on the existence of a friendly spirit 
of cooperation between those who use our services and 


ourselves. 

“To achieve this, my department must, as much as 
humanly possible, adjust itself to our patrons’ require- 
ments; must tailor our operations to their wishes and 
conduct ourselves in a way which is pleasing and helpful 
to them.” 

This philosophy should prevail in all countries of the oe 
world, 

Over the years, our postal policy has gone as many 
gyrations as the stock market, only instead of the bull 
market and the bear market we seem to go through a 
period of expanded service in response to need and 
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without regard to cost, and then a period in which cost 
is paramount. Expansion stops and there is pressure to 
make the balance sheet, rather than the public need, 
supreme. 

In the last few years we have witnessed a more extreme 
phase of the battle of the balance sheet than has ever 
before been witnessed in the history of the postal estab- 
lishment. It really does not matter where or why this 
started. The problem is that it has gained so much 
momentum that many people, both in Government and 
outside, have developed what amounts to a curtailment 
complex in regard to the Post Office. Yet we are not 
consistent about this. On the one hand we see the reduc- 
tion of mail volume urged in order to reduce postal 
costs. But do these advocates of a balanced postal budget 
feel that the free in-country newspaper tradition should 
be overturned? Do they argue that the blind, the Pan- 
American Union, widows of Presidents, etc., should pay 
full postal rates? Do they favor elimination of the special 
rate for charitable, fraternal, educational and other 
exempt classes of mail? They do not. 


Rate reduction can decrease deficit 


They are all for an “eat your cake and have it” 
position. They want stringent budget balancing with no 
reduction in public services. The loss on all these and 
other privileged segments of the mail is over 250 million 
dollars annually. The only argument put forward by the 
victims of the curtailment complex is that this portion 
of the postal deficit, like the rest of the deficit, can be 
eliminated by raising rates high enough to bar some 
important items from the mails. 

Does this really make sense? Is it good business? Or 
is this in the same category as wearing shoes that are too 
small because new ones are too expensive? 

With the best intentions in the world, people have 
preached that higher rates are needed in order to reduce 
mail volume, Certainly, it is true that higher rates can 
reduce mail volume. It has happened many times in the 
history of our Post Office. On a number of occasions, 
higher rates led to such an extensive curtailment of 
volume and consequent reduction in revenue that it was 
necessary for Congress to rescind those higher rates in 
order to prevent the consequent drop in volume from 
still further inflating the deficit. 

Here are some of the facts to be found in our postal 
history. Substantial reductions in postal rates were made 
through the Act of March 3, 1845. As a result, the in- 
crease in postal revenues in 1848, over 1847, showed 
the greatest gain in the entire history of the postal service. 
There was no postal deficit. and the success of the 1845 
rate reduction led to still further cuts in 185]. 

Eighteen hundred and fifty-one marked the beginning 
of a tremendous expansion in postal service — new terri- 
tories served — transportation time cut. City delivery was 
established in 1863. the same year in which the Universal 
Postal Union was formed. Registered mail and money 
orders came into existence about this time. A few years 
later, penny postcards were introduced. 

Another drastic rate reduction took place in 1885. 
At that time the Post Office was paying 80 per cent of 
its cost, compared with about 90 per cent today. Within 
five years the huge increase in mail volume had reduced 
the proportionate postal deficit from 20 per cent to less 
than 10 per cent. 

In 1925, the rate on postcards was increased from one 
cent to two, in the belief that 10 million dollars in addi- 
tional revenue could thus be gained. In the following 
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year there was not only no increase, but a 6 million 
dollar decrease in revenue. The old one cent rate was 
promptly restored. This same Act increased the rate on 
third-class mail from one cent to a cent and one-half. 
This, too, led to so great a revenue reduction that the 
penny rate was restored thus spurring the creation of 
America’s Direct Mail Industry. 

The fiscal situation of the Post Office Department can 
deteriorate as a result of substantially increased postal 
rates. That is graphically illustrated by the experience 
of parcel post. 

To return for a moment to my recent visit to Switzer- 
land ... Thirty-one American companies have established 
offices in that country during the past two months. Here 
printing is cheaper, but the most important thing is that 
postal rates on advertising matter are cheaper. Large 
volumes of mail are now being placed with the Switzer- 
land Post Office for delivery in this country. If our rates 
continue to go much higher other foreign countries are 
going to encourage this sort of thing. The added 
ridiculous part is that we pay foreign carriers what 
amounts to a subsidy to transport this mail to us. 

Parcel post rates were increased 128 per cent in the 
ten years 1949 through 1958. In addition an artificial 
reduction in volume, mistakenly designed to reduce the 
deficit, came with the parcel post size and weight limit 
law of 1952. Currently the Postmaster General is seeking 
still higher rates to offset an alleged 88 million dollar 
deficit. This current proposal would bring the total parcel 
post rate increases to 158 per cent. 

An interesting fact to note is that, in the 10-year 
period, the 128 per cent increase in rates brought in 
only approximately 60 per cent additional revenues. The 
large rate hikes produced a drop in parcel post volume 
two billion pounds or 25 per cent less in weight and 85 
million fewer parcels mailed. 

You know that the 10-year period, 1949 through 1958, 
was one of a dynamically-expanding national economy, 
a period of remarkable business prosperity. But the 
parcel post service did not share the national growth 
as one would naturally expect. Instead, parcel post be- 
came smaller. The price factor drove patrons away from 
parcel post to other less-convenient but lower-cost trans- 
port. 


Mail volume and prosperity closely linked 

Post Office Department officials do not deny that parcel 
post may well price itself out of the small package trans- 
port market. 

During the same 1949-1958 period, second-class mail 
volume increased less than 4 per cent. 

Perhaps the most recent indication that increased rates 
do affect volume is to be found in the appropriations 
hearings for the 1960 Post Office Budget. During the 
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course of those hearings you will recall the President 
reduced his request for funds for the Post Office by 
some $20,750,000, because estimated postal volume would 
fall below expectations. 

One cannot say, dogmatically, that every time rates 
are increased, volume will go down. There are other 
factors involved. 

It is unlikely that the impact of the 4-cent stamp will 
bring about a repetition of the situation which prevailed 
soon after the 3-cent stamp was enacted. Other conditions 
are too different today. 

At that time, in the early 1930's, letter carriers were 
literally begging the patrons on their routes to write 
more letters. To them more letters gave the promise of 
employment to more carriers. But in addition, enough 
more letters in 1933 might have speeded up our emer- 
gence from the great depression. Mail volume and busi- 
ness prosperity are closely linked. Every piece of business 
mail is the result of the employment of many different 
persons ... the lumber man who cuts the trees, the paper- 
mill manufacturer who converts the pulp into paper, 
the jobber who provides the stationery, the printer who 
works on it, the typist who puts it in final form. If it 
is an advertising letter, still others make their contribu- 
tion...the copywriter who prepares the message, the 
lettershop operator or the job printer who reproduces it, 
the engraver who works on the illustrations and so on. 
Conversely, if the current curtailment complex goes un- 
checked, it could set off a chain reaction in reverse. 
Perhaps, in these days of booming business activity, the 
impact of curtailment will not be felt. but why short- 
change ourselves by hindering further expansion which 
could take place through the use of the mails? 


Nothing new in volume philosophy 


I would like to read to you, for a moment, from a book 
which was written almost thirty years ago, but which 
might as well have been written today. The late Clyde 
Kelly, once Chairman of the House Post Office Com- 
mittee, wrote in his study of United States Postal Policy: 

“* * * while it is wise to reduce expenditures which 
do not promote national betterment and social efficiency, 
it is never wise policy to curtail activities which have 
such results. The money from the Treasury which is 
sometimes needed to supplement postal receipts in 
furnishing complete and comprehensive service, is not 
a liability but an investment, the dividends being just 
as substantial as though they were paid in cash.” 

Consider for a moment what the returns are today on 
our annual postal investment in America. Can you say 
for sure how much smaller our gross national product 
would be if the Post Office were operated on a stringent 
rates-must-cover philosophy? Let us go a step further, let 
us consider what would happen if, instead of seeking to 
reduce this amount of mail, the Government sought to 
encourage its increase. In an operation such as the Post 
Office, it is said an increase in most mail categories would 
not increase costs as much as it would increase revenues. 
Instead of seeking to cireumscribe our Post Office, some 
have suggested we broaden our horizons and seek to 
enlarge the postal service. 

Some members of the Congress believe that a dynamic 
approach to the Post Office is needed. We have had our 
period of consolidation. The ground-work for a far more 
efficient operation has been laid, the time has come to 
look ahead. More mail can mean more prosperity. It can 
mean more prosperity for the nation and more prosperity 
for the Post Office. There is nothing particularly new 


about this idea. Business has found again and again, that 
higher volume means lower unit cost, but the Post Office 
was the pioneer in developing this philosophy. Just about 
100 years ago, after substantial reductions in postal rates, 
the Postmaster General was able to report: 

“The reduction in the rates of postage has produced so 
great an increase in the business of the office that the 
revenues will soon equal those received under the former 
rates. 


Free lodging with the Postmaster 

In taking as my title, “A New Philosophy for the Post 
Office,” what I am suggesting is a philosophy first pro- 
pounded in our country by Benjamin Franklin in the days 
before the Revolution even started. When the British 
Crown refused to permit lower rates, Franklin turned his 
attention toward improving service to a dramatic extent. 
Travel time was cut in half between cities. People began 
to realize that they could depend upon the reliability of 
the mail. 

There were twenty-eight Post Offices in Franklin's time. 
New York City’s Post Office was the largest — as it is 
today. The four clerks who staffed it received part of 
their salaries in the form of free lodging with the Post- 
master. Today that office has 36,000 employees . . . none 
of them entitled to lodge free with the Postmaster. 

One of the first acts of the Continental Congress was 
a substantial reduction in the postal rates which had 
prevailed under British rule. Rates generally continued 
to go down until the early 1930's. There were some inter- 
vening increases, but by and large. as I pointed out 
earlier, they were rescinded. 

The policy of low postal rates combined with the best 
service which could be provided has been abandoned in 
recent years. Since World War II, there have been two 
general postal rate increases and we still have a deficit 
of 600 million dollars. Does it really matter if there is a 
temporary postal deficit? If that deficit. invested in 
America, yields a far greater prosperity than anything 
we have known heretofore, is it then a rash speculation? 
Or can we concede that it is money wisely spent. which 
will yield an enormous profit in terms of gross national 
product and, inevitably, money in the treasury? 

There are other benefits, in addition to the economic 
ones, in low postal rates. More than one half of the 
families in the United States have belonged to book clubs 
because of below-cost book rates. In Mexico, the Govern- 
ment fights illiteracy by delivering magazines through the 
mail free. And I think it might have been predicted that 
the most dramatic exhibit of the recent U.S. Exhibition 
at Moscow would be an American mail-order catalogue. 


Automation a threat, if... 

I am not “crying wolf” and saying that in these days 
of hightened business activities, mail rate increases will 
have a disasterous effect on the economy. The message I 
bring you is that low postal rates plus a planned campaign 
to increase mail volume, can be a key factor in bringing 
still greater prosperity to our land. 

There are some serious dislocations ahead for postal 
workers. Automation can only mean a reduction in the 
manpower needed to sort and distribute the mails. Unlike 
a few leaders in other labor groups, the heads of the 
postal worker organizations have never opposed anything 
which might improve the efficiency of the postal service. 
I must congratulate the current team running our nation’s 
postal establishment on their tremendous accomplishments 
in the field of automation. More progress has been made 

(Continued on Page 42) 
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WHAT FAIRCHILD HAS LEARNED IN EXTENSIVE RENEWAL TESTS 


By CAROL SILVERBERG 
Circulation Promotion Manager 
Fairchild Publications, Inc. 


How long and how frequently can 
you successfully promote to former 
subscribers? Opinions on this subject 
vary greatly among business paper cir- 
culation men. Some relegate discon- 
tinued subscribers to the new prospect 
lists as soon as they have received the 
renewal series. Thereafter. they receive 
only regular prospect mailings. Others 
maintain the names of ex-subscribers 
separately and continue to write pro- 
motion to them in terms of their 
former-subscriber status for months or 
even years. 

We use the latter procedure at Fair- 
child Publications. Former subscribers 
from as far back as 1950 have been 
found to respond to the mail especially 
prepared for this class of prospect. 
The 1950 expires are maintained in 


a separate list which is regularly tested 


for response. As long as it continues to 
pull subscriptions. this list will be 
maintained, 

The balance of our expires make up 
another list, which receives mail at 
regular intervals. Both lists are care- 
fully maintained and _ nixies are 
promptly cleaned out as they arrive. 
Thus we have at all times a live list of 
what is generally agreed to be the best 
possible type of prospect the former 
subscriber. 
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The response to specialized mailings 
to former Fairchild Publication sub- 
scribers usually exceeds that of even 
the most effective mailings to new pros- 
pects. We ascribe a two-fold reason to 
this: One, the former subscriber is 
acquainted with the publication and its 
service and therefore does not need 
as detailed a media story as the new 
prospect. Two, the absence of service 
since the subscription was discontinued 
has made the former subscriber more 
keenly aware of what he is missing. 
He therefore needs only an effective 
prod to bring him back into the sub- 
scriber family. 

Through long experimentation with 
mail promotion to former subscribers, 
all of whom have already received the 
six efforts that make up our regular 
renewal series, we have found that 
specialized mailings using varied for- 
mats pay off handsomely. Formats that 
depart from the conventional as well 
as the more familiar letter forms are 
used, 

It is probably the fact that we do 
vary our mail formats so much that 
accounts for the fact that our ex- 
subscribers have been addressed as 
often as once a month without a fall- 
off in results. This frequency has been 
tested throughout a six-month period 


REPORTER'S NOTE: 


Subscription renewal is a popular subject 
when circulation people meet. How long 
should the renewal series be, how many, 
when do you start, do gimmicks pay, is 
renewal copy good for prospect mailings . . . 
all these questions and more are explored. 
Carol Silverberg holds her own workshop 
with this article; gives her experience with 
copy, lists and format. Carol has been with 
Fairchild Publications, Inc. (7 E. 12th St, 
NY 3 NY) for over 25 years so knows the 
operation intimately (three daily and three 
weekly newspapers. and a semi-monthly 
magazine). She is active in ABP Circles, has 
spoken at New York Circulation Round 
Table of which she’s a past member of the 
Executive Committee. Carol also takes a few 
freelance accounts from her home in Walton, 
Connecticut. 


in order to see when we might arrive 
at the point of diminishing returns. 
It hasn't happened yet, and as long as 
the expires continue to respond, the 
monthly mailing schedule will be main- 
tained. There has been no unfavorable 
reaction to this intensive assault on 
former subscribers. On the contrary, 
one or two re-instated subscriptions 
have been received with a notation, 
“O.K. you win!” 

There is an opportunity for an inter- 
esting psychological study on why 
people who have received 14 invitations 
to re-subscribe, and resisted them all, 
finally fall for the 15th. We have made 
no such study, but are convinced that 
virtually all former subscribers are 
vulnerable to some appeal. So we try 
many copy approaches and formats 
in the hope of increasing our returns. 

Our promotion to former subscrib- 
ers leans heavily on variety in format, 
as | have previously mentioned. It 
may range from the familiar mullti- 
graphed letter to a simulated bill-form, 
a patented letter with built-in reply 
form or a double posteard. It may be 
illustrated or not. It may require the 
return of a separate order form or 
merely the initials of the recipient on 
a letter which he returns in a Business 
Reply envelope. Novelty ideas and ap- 
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peals are used freely and often serve 
lo jolt the ex-subscriber from his 
lethargy. It is worth noting that not 
all efforts pull equally well on all our 
seven business papers. But each one 
with a record of success on any one 
publication is at least tested on all the 
others. And an effort that does well is 
repeated at intervals to the same list 
until it no longer pulls its weight in 
returns. 

Over the past six years. we have built 
up a “stable” of winners in the former 
subscriber mail sweepstakes that has 
furnished us with a dependable series 
of mailings. New mailings are created 
from time to time to sweeten this 
group of tested successes. But the 
existence of a healthy backlog of 
proven pullers leaves us free to spend 
more time on our efforts to sell new 
prospects. We are currently in process 
of testing one of our successful ex- 
subscriber efforts with a prospect list 
after slight changes. It may be that 
some of our mailings to expires may 
work with new prospects, but it is 
likely to be only those with a general- 
ized copy theme that will do se: 
whereas the bulk of our mailing to 
expires is beamed specifically at this 
group alone. 

As a general principle, we have 
learned that the more informal, friendly 
and sincere a mailing to expires is, 
the better the response, other things 
like format being equal, It seems to 
make no difference in returns that a 
stencil address is invariably used, 
whether on order form, outside en- 
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These three formats do well on renewal mailings. 
And many times, a successful renewal format 
with slight copy changes work for other magazines. 
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velope or at the bottom of a letter 
folded to show through a window. 

Realizing this, we made one mail- 
ing in which the stencil address was 
not only used but dramatized. (Fig. 
1.) A photograph was made of a blank 
Speedaumat stencil similar to those in 
the file of expires. This was then re- 
produced by photo-offset together with 
the letterhead of one of our publica- 
tions. The body of the letter was multi- 
graphed, the letter was folded in thirds 
print side out and delivered to the 
stencil room. The stencilled names of 
expires were run off so that they ex- 
actly fitted within the space provided 
by the illustrated stencil at the head of 
the letter. 

Response to the initial test of this 
letter with the expires of one publica 
tion was so good that it was repeated 
to the same list. We also mailed this 
letter, with equally good results. to the 
expires of our other publications: and. 
altered slightly, we used it with a list 
of new prospects. The results of this 
latter test are not all in yet, but the 
letter has already shown an increase 
of 82% in the average return of one 
publication. Used with expires, it has 
outpulled the average mailing by from 
10% to 500% depending on the publi- 
cation. 

Promoting coming features to your 
expires is not new. Most publications 


do it as a matter of routine. But we 
have found that a special format and 
copy sty le that injects a note of urgency 
into the appeal to re-subscribe out- 
pulls the conventional announcement 
of coming editorial features. No form 
of written communication has more 
urgency than a telegram. But using a 
regular wire is so costly that it neces- 
sarily limits the quantity the average 
circulation promotion man use. 
However, a format exists which closely 
simulates a telegram in appearance 
and gives the recipient the impression 
of importance and urgency that he gets 
from the genuine article. (See Fig. 2.) 
This is the “Gram” form developed 
by Sales Letters, Inc. of New York. 
We call our version of this format 
“Renew-a-Gram” and the reply card 
attached to it, “Reply-a-Gram.” 

The trick with this format is to use 
brief, telegraphic style for copy that 
promotes one or more coming editorial 
features of unusual interest to the ex- 
pires as a group. It is most important 
to reserve this format only for the 
exceptional feature or series of articles. 
Used to promote lesser features, it 
loses its pull. When you cry “Wolf!” 
by mail, you are generally as woefully 
ignored as was the boy in the legend. 

It is worth noting that one of the 
reasons for the exceptional and re- 
peated success of this format is the 


opening phrase, “The editors advise 
immediate renewal.” This takes the 
onus of commercialism off the Circu- 
lation Department and impresses the 
recipient with the exceptional im- 
portance of what follows. 

Another effective format (Fig. 3) is 
intended to simulate a record when 
fully opened. This format is actually 
printed square, and is so addressed by 
Speedaumat. After addressing, it is 
die-cut to its circular form, folded in 
half with the message inside. The outer 
side bears a cut of the publication on 
the upper half and the stencilled ad- 
dress on the lower half. These pieces 
are enclosed in 634 window envelopes 
and mailed with Business Reply en- 
velopes. The pull has always been 
above-average. 

The variations possible in promotion 
mail to ex-subscribers is limited only 
by the ingenuity of the copywriter and 
layout man. Creating new formats, 
trying new appeals is more stimulating 
with this type of prospect than with 
any other because of their better re- 
sponsiveness. So don’t be held down 
by precedent in writing to former 
subscribers. Be willing to try anything 
once. It may well be that you'll be 
trying that same thing triumphantly 
again and again, while the “former's” 
again become “current’s” in droves. 
Here’s hoping! @ 


TWO WHO MADE NONE! 


A Case History of a Mail Order Failure 
By DAVID SCHWARTZ 


Products Promotion Manager 


Fingerhut Products Co., Minneapolis, Minn. 


Build your mailing with three legs 
to stand on and you've got a chance .. . 

Hosiery Mill Sales Company was 
about as shortlived a direct mail op- 
eration as ever there was. Its two 
partners, a hosiery salesman and an 
interior decorator gave it all they had. 
They waited for two months after the 
mailing went out. When the orders 
were counted, all 8 of them, they 
knew that they had a real loser on their 
hands. 

Their offer was six pairs of nylons 
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for $4.50. The customer was to get 
three pairs free for ordering three 
pairs. 

Both men’s and women’s names 
were used when the offer was mailed 
to 2,000 small-town residents outside 
the Minneapolis-St. Paul area. The 
people on the list were not known to 
have purchased through the mail be- 
fore. The mailing piece consisted of 
an outside envelope, a letter, a circular 
and a business reply card. No reply 
envelope was used, 


Total cost of the 2,000 mailed for 
printing folding, addressing, sealing, 
metering, sorting and the names used 
was $320.00, Total orders received: 8. 
Return: .4 per cent. Cost per order: 
S-410.00. 

Probably by now 
spotted some of the weaknesses, but 
let's take a closer look at them. 

Let us begin with the premise that 
a mailing needs at least three legs to 
stand on: offer, list, and presentation. 
When one of these is weak the mailing 
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flops. That is to say, it doesn’t reach 
its predetermined goal. 

Now, since it’s so easy to criticize 
let's think of the following not as 
criticizing, but as analyzing, with the 
purpose of helping others to avoid 
similar mistakes. 

Let's look first at the offer in terms 
of profit and loss. The cost of the 
nylons to the hosiery company was 
about 35 cents a pair, six pairs: $2.10. 
The customer price for 6 pairs was 
$4.50. This permitted $2.40 income 
on each order. 

The mailing cost was $160.00 per 
thousand. But let’s assume that through 
more careful managing that the cost 
per thousand mailings, with postage 
and mailing list included, could be 


reduced to $80.00 per thousand. At 
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what point would the hosiery company 
break even? 

With a 3 per cent return 
would be 30 orders for each 
mailings. 

Mailing Cost per M 
Cost of Merchandise per M 
(30 x 2.10) 


there 
1.000 


60.00 


Total Cost 143.00 
Revenue per M (30 x 4.50)... 135.00 
Profit) minus 8.00 
The breakeven point then, would be 
somewhere between 3 and per 
cent. This is high just to break even. 
The return necessary to make a good 
profit is even higher. Also with a 
mailing cost of $160.00 per M, the 
breakeven point had to be much higher 
still. 
This first mistake in the 


was the 
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Hosiery Mill 
Sales Co. 
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mailing. The offer was priced in such 
a way as to make it necessary to have 
a tremendously high per cent of return 
from a cold prospect list. In other 
words, the offer wasn’t priced so that 
the company could make out at a 
lower, more realistic return. Either 
higher selling price or lower unit cost 
was called for. 

Now let’s look at the offer in terms 
of how believable it was. We have 
three pairs of nylons offered “free” 
for ordering three pairs. This meant 
first, that the prospect was to believe 
that three pairs were to cost her $1.50 
each and three pairs were free. Or if 
she was sly she could see that six 
pairs for $4.50 was only 75 cents each. 
Thus the offer was a bargain if the 
customer would only read between the 
lines. 

Furthermore, there was nothing to 
show that three pairs were really 
“free” in the Better-Business-Bureau 
sense of the word. There was no return 
privilege or anything else to show that 
if the customer wanted to keep her 
three free pairs and send back for re- 
fund the three pairs she bought, that 
she could do it. All this adds up to 
mistake number two, an offer that was 
not really believable. 

Now we proceed to the list. Look- 
ing at the list from the standpoint of 
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appropriateness for the nylons offer, 
we see the third mistake of the mail- 
ing. First, the list was composed of 
an equal mixture of men and women. 
Also, the names were of people who 
were not known to have purchased 
through the mail before. 

Now, the offer is a woman's offer. 
Therefore the list should have been 
composed entirely of women, Sec- 
ondly, there are many, many lists 
available of women who have already 
bought through the mail. So why not 
use one? A mail order buyer is a 
weird animal to begin with. And a 
list of known mail order buyers is 
certainly to be preferred over one that 
is not. 

Finally, the questions should be 
asked: Do all women wear nylons? 
Which ones don’t? Well for one thing, 
old, old women don’t usually wear the 
kind of nylons that were offered by 
the Hosiery Mill Company. A_ list 
then, excluding questionable prospects 
should have been chosen. Actually, 
mistake number three was failure to 
pinpoint the-market-for-the-offer be- 
fore choosing the list. 

At this point we turn to the presen- 
tation for a look at mistakes four and 
five. 


(Continued on Page 41) 


Reporter’s Note: 


Dave Schwartz read our first mail order failure article in 
the May ‘59 issue . . . and thought he had a good follow-up 
in this case history of a hosiery venture which hit a 

snag. Dave knows the two fellows who attempted the 
promotion, and got their OK to let Reporter readers in on 
the details of mistakes they made. Dave Schwartz is a 
graduate of the University of Minnesota's School of 
Journalism and spent four years in the Air Force . . 
flying B-36’s during the Korean War. He started with 
Fingerhut three years ago in their addressing room, 


and has worked himself up to Products Pr 


for this mail order seller. Duties require him to schedule, 
report results and cost-analyze all their product mailings 
so Dave is well qualified to analyze the reasons 


behind this failure. 


CELEBRATES A MILLION 
POPULATION WITH 


$500,000,000,000 
IN FRESHLY PRINTED 
CONFEDERATE BILLS 


Reporter's Note: The best way to tell this case 
history is to reproduce in full a letter written 
October 2nd to this reporter by Claude Griz- 
zord, Jr., president of Grizzard Advertising, 
342 West Peachtree St., N.W., Atlanta 8, 
Georgia. By this time, all of you know about 
the Atlanta celebration . . . especially if you 
saw Newsweek's October 19 story . . . and 
NBC (TV)’s Today Show on October 23rd 
when Dave Garroway interviewed the one 
Millionth Atlantan, a d d yankee, at that. 
But here’s the behind-the-scenes story which 
produced major publicity break. 
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Direct Mail has stolen the show in 
the celebration of Atlanta’s “M” 
Day, October 10, 1959, when Atlanta 
officially becomes a city of 1,000,000 
people. 

There was a time when the South 
was dependent on the bounty of the 
rest of the country. But times are dif- 
ferent now and with our million peo- 
ple and great progress we are able 
to subsidize the rest of the Country. 

We have printed $500,000,000,000 
in authentic $1,000,000 Confederate 
hills, authentic because it is the first 


time they have been issued. This is 
enough to cover the gross national 
product of the country and have 15 
billion left over to light our cigars 
as we sit around the magnolia blos- 
soms., 

The bill was created as a gimmick 
for the civic clubs. We wanted some- 
thing that the President of Atlanta 
Rotary could use to send to all the 
presidents of Rotary Clubs all 
other civie clubs, too that would 
cause them to announce Atlanta’s 
“M” Day as near October 1 as pos- 
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The newspapers, radio 
publicity are cooperating. 


sible. We are sending those presidents 
one of these bills for each of his mem- 
bers and we think it will get a read- 
ing. One thing led to another. We 
mailed the attached letter (A) to 
members of the Chamber of Com- 
merce asking them to send the bills 
to their leading suppliers, other of- 
fices and friends in other cities. 


Brinks and pretty girls 


The bill has been picked up and is 
going to get a lot of national pub- 
licity. | am going today to get the 
bills at the printer's and transport 
them to a “safe” place. Brinks express 
will be out in force with pretty girls, 
cops and television cameras. News- 
week and many other publications 
are supposed to cover the story as well 
as all the wire services. 

Another Direct Mail gimmick it 
is not off the press yet (they are now. 
See illustration) but I will send you 
a copy as soon as it is is a sou- 
venir color post card of Atlanta from 
the air, with an “M” Day message on 


the reverse side which is being given 
away to all transients through the 
hotels, motels and restaurants for the 
guests to home. These same 
cards are also being distributed 
through the schools for the kids to 
take home and have their mothers 
write a card to a friend in a distant 
city with the “M” Day message. 

On top of these which have been 
the standout publicity stunts as well 
as telling the story, direct mail raised 
the money to finance the Celebration. 
Enclosed is the letter (B) we used 
from the Vice-President of the Geor- 
gia Power Company asking for con- 


write 


tributions. You will notice that the 
letter asks for $100. Of course, with 
the larger firms this copy was changed 
to $500 or $1,000 or whatever we 
wanted that firm to give. This letter 
raised all the money without the ne- 
cessity of any other solicitation. phone 
or otherwise. 

So direct mail did a big job in 
Atlanta’s “M” Day celebration. It 
shows how the medium has a place 
even in the promotions where little, 
if any, money is being spent. It also 
shows how hot direct mail ideas can 
become the peg on which you hang 
an entire publicity campaign. @ 
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You spend much of your time taking care of pieces of paper ... 


Use paper to better advantage. In the conduct 
of your daily business, envelopes designed spe- 
cifically for your needs can work for you—in 
many ways. Cupples-Hesse’s creative design 
department activates envelopes .. . illustrates 
them... prints them... puts them to work. 
Take a minute to read how... 


Cupples-Hesse created 


@ BANKER’S CHOICE 


Drive-in deposit envelope with 2 handy pockets 
... one for coins, one for deposit slips, checks 
or currency. Envelope designed to hold every- 
thing inside securely. 


@ |, 2, 3,... SOLD! 


A triple-threat envelope that is a sales letter, 
order blank, and reply envelope all in one. 


@ “YOUR CARD, SIR” 


Your credit card, membership card or an in- 
vitation...can be built right into your enve- 
lope... perforated for detachment. 


@ SPEEDY INSURANCE JACKET 


Policy inserted mechanically to save time. Name 
on policy shows thru jacket and outer envelope. 
No chance for mailing policy to wrong person. 


CUPPLES-HESSE designs, 
illustrates and prints millions 
of stock and custom-made 
envelopes, letterheads and tags. 


@ PUNCH CARD SYSTEMS ENVELOPE 


A major appliance manufacturer tapes it to 
products near start of assembly line. 5 enclosed 
cards, removed in sequence for computor ma- 
chine analysis, keep a running record of pro- 
duction, inventory, shipment and distributor 
sales. 


@ FUND RAISER 


This blank-check-reply envelope is new for 
charity appeals. Contributor fills out perforated 
check, tears it off and inserts it in return enve- 
lope. No time lag for forgetting. 


CUPPLES-HESSE CORPORATION 


ST. LOUIS + DETROIT - 


DES MOINES 


Call your /oca/ representative for information. Consult yellow 
pages under “Envelopes” or “Tags’’. 


UPGRADING 
LETTER COPY 


by Paul J. Bringe 


I have circled certain words on the 
Paper Converting letter. If the writer 
had noted these personal pronouns 
maybe the letter would never have been 
mailed. If this “we-we” approach is an 
accurate reflection of the business at- 
titude of this company the reader is 
surely forwarned. 

I have not seen the catalog offered. 
A request for a copy brought a reply 
four weeks later that it had not yet 
been printed. The letter of explanation, 
promising delivery late in October, 
was a lot better than the original letter. 

Evidently this catalog will cost a lot 
of money. The writer is concerned 
about this so he wants to be sure it 
goes only to the right people. This 
anxious attitude shows in the letter, 
of course, and makes the reader think, 
“Does he want to send the catalog or 
doesn’t he?” Careful list selection 
would have eliminated the writer's 
mental hazard and perhaps then he 
could have written a cordial, out-going 
letter that would sell the value of the 
catalog. The only reason any printer 
would want this catalog is to make 
more money. The letter mentions it 
obliquely in the fourth paragraph. A 
printer would have very little interest 
in the fine plant and equipment avail- 
able unless he can get better and faster 
service and better work. Yet these 
benefits are never mentioned— it’s just 
“our operation,” “our fine new plant” 
and “our service.” Who cares except 
the writer. 

The use of caps in the body of this 
letter where they are not required, 
gives the impression the letter is 
shouting at the reader. No letter should 
ever shout—that technique is for bill- 
boards and full page newspaper ads 
where it is expected. 

The rewrite is not as strong as it 
might have been if a catalog was 
available. A letter of this kind should 
sell specific sections of the catalog and 
relate them to the reader's needs and 
wants. When the approach is in gen- 
eralities it will bring too many re- 
quests from catalog collectors and not 
enough from readers who have been 
sparked to action by suggestive sell- 
ing. 

When you write your next letter 
look it over for the we-ours-us-mine 
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Designer: George Giusti has 
been a free-lance designer 

for more than twenty years 
During that time his work has 
won six gold medals and 

thirty other awards from the 
Art Directors Clubs of 

New York, Philadelphia and 
Chicago. And in 1958 he was 
named Art Director of 

the Year by the National 

Art Directors 


Society of 


New York and Penn commissioned 
designer George Giusti 

to create this insert, and 

to incorporate in it practically 

all the demands on the 
printability of paper which 

could be encountered. See for 
yourself how faithfully 
Penn/Brite Offset has repro 
duced each of his design 


elements... how well it passed 


his “torture test.” Penn/ Brite 


: Offset is the white, bright, 

% value sheet that comes 


to you moisturized 
and double-wrapped 


Write for new, complimentary 


swatch book and the name 
of your nearest distributor 
New York & Pennsylvania Co., 


425 Park Avenue 


New York 22, New York 


NEW YORK AND PENN Pulp and Paper Manufacturers 
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words of self-interest. You get ten 
merit points, and better returns, for 
every substitution you can make with 
words like you and yours. More im- 
portant you get and hold the atten- 
tion of your reader which is the only 
reason for writing a letter.@ 


THE OLD ORDER 
CHANGETH 


There have been many changes in 
the supply field since direct mail was 
young. Four of the earliest promoters 
of direct mail were the Elliott Ad- 
dressing Machine Company of Cam- 
bridge, Mass.. the Multigraph Company 9 
of Cleveland, the Addressograph Com- W 1¢ p S lore 
pany of Chicago and A. B. Dick 
(mimeograph) also of Chicago. 

All of these companies were headed o_8 
by officers who believed in the future ( ) Individually typed letter 
of direct mail. They and their entire 
sales forces beat the bushes pro- 
mote direct mail. Some of us who ja ( ) Processed filled-in letter 
up in the business owe those crusading 


folks a debt of gratitude for the sup- | ( ) Printed letter 


port and encouragement they gave us. 


Many years ago, Addressograph and 
Multigraph companies merged, and 
became Addressograph-Multigraph 
Corporation. Subsequently, A-M  ab- 
sorbed a dozen or so smaller equip- Creative talents being equal, _ between fill-in and the body of 
ment companies, such as folding and we'd give the edge to the individ- _ the letter? What other method so 
typesetting equipment. ually typed letter, and for good _ closely approximates a dictated 
The latest change affects the old | reason, too. letter? That is why Auto-typist 


Elliott Addressing Machine C é é 
of te "1900) Direct, personalized communi- letters will produce the most 
. 


Many people remember the crusading cation is a proven sales-winner. _ inquiries per dollar spent for let- 
of Harmon Elliott and his ad man Tim You can put this personal touch __ terheads, handling and postage. 
Thrift. Some years ago, Harmon EI- in your mailings with an Auto- The slightly higher reproduction 


liott, facing retirement age. turned - 
over his business to his employees typist at surprisingly low cost. costs are insignificant when com- 
under a trust fund agreement. But not What can match the crisp feel _ pared to the lower inquiry costs. 
long ago, the trust fund of $1,450,000 of your message automatically With a battery of four Auto- 
hog a and the cash distributes and individually typed on an ___ typists, one girl can easily do 400 
employees. = 

— — Auto-typist? How else can you __ to 500 letters per day with ease. 

The company . . . its five plants 2 
with 1,200 employees, including  sev- be certain of a perfect “match That's real communication power! 
enty-five company-staffed offices, has 
been purchased by the — Se- We'd like to tell you more about the Auto-typist and how it can help your 
curities Corporation of New York. 

: ae correspondence. Send coupon for free booklet and complete information. 

John M. Kingsley is Chairman of the } 
Board. James D. Kingery is president 
and chief executive officer (head- 


quarters Cambridge). Mr. Kingery 4 
was formerly vice president of Bell &  Auto-typist 
Howell Company, Chicago and _presi- 


dent of its subsidiary, Bell & Howell 
Phillipsburg Company of New Jersey. 
manufacturers of automatic inserting 
machines. With all the present money, 
brains and plans behind it . . . looks 
like the old Elliott company will be 
bigger and lustier than ever.@ 


American Automatic Typewriter Co., Dept 211 2323 N. Pulaski Rd. + Chicago 39, Ill. 
Gentlemen: Please send booklet, ‘60 Best Business Letters,"’ which also contains com- 
plete Auto-typist information. 

Address 

City Zone State 
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As I sit here in front of this Under- 
wood, alternately looking out the win- 
dow and at the blank sheet of paper 
I've just rolled into it, it occurs to me 
that thousands of copywriters all over 
the country are doing the same thing. 

Why the far-away look in their 
eyes? Why do they light a cigarette 
when they ve already got one burning 
in the ashtray? Why the knitted 
brow ? 

Perhaps most of them are doing the 
first thing a copywriter does when he 
attacks a copy job — trying to think 
up a new approach. They're probing 
their minds for an idea that will get 
a prospect excited about what they are 
attempting to sell with the written 
word. They're digging back into their 
experiences trying to dredge up an 
idea, 


Nothing New 


They've written so much about this 
product or service of theirs, they 
sometimes get the feeling there is 
nothing different they can say about 
it--nothing they can do to create a 
greater urge to buy—no new benefits 
that will get under the skin of the 
buyer and make him exchange his 
money for the product or service. 

About now he thinks he'll go out 
and get a cup of coffee and maybe 
something will occur to him. So he 
takes his break. Smokes a few more 
cigarettes, and all of a sudden it 
comes to him. He types out his lead. 
It looks good. On second reading it 
doesn’t look so good. He tears the 
sheet out of the typewriter and starts 
again. 

This department is written this 
month for those harrassed copywriters 
looking for a new approach—if there 
is any such thing. Perhaps we can 
suggest some approaches they haven't 


“Reed-able Copy” 


A Clinic, Conducted by Quill Rud 


used and which will help them get 
started. 

For instance, there’s the OBLIQUE 
TESTIMONIAL approach. It’s not a 
direct quote from the user of a prod- 
uct. It’s a hypothetical quote of a re- 
mark by a user. 

Boyce Morgan & Associates, pub- 
lishers of BETTER BUSINESS BY 
TELEPHONE, recently made good 
use of the oblique testimonial in one 
of their letters. It goes like this: 

You don’t have to tell me — how impor- 
tant the telephone is. If we don’t use it 
right in our business, we're dead. 

That's what the vice president of a well- 
known company said. 

sutT—In the 15 minutes | sat in his 
office, he was guilty of three telephone sins 
that no modern businessman should com- 
mit. And his secretary, sitting just outside, 
committed two more. 

I don’t know who wrote this letter. 
but I'll lay a small wager after he got 
those first few lines of copy typed (the 
approach) the rest of the letter—the 
introduction of the service, the proof 
that it does the job, the deal. the clos- 
ing urge to buy—came much easier. 

Then there’s the YOU AND I HAVE 
SOMETHING IN COMMON approach. 

It was recently used with good ef- 
fect by World Gift Box Industries in a 
letter. | don’t know who wrote this 
letter either, but it starts out with a 
simple sentence—nothing startling — 
“I would like to send you a genuine 
guaranteed electric razor for your 
desk drawer.” But from then on, for 
four paragraphs, it sets the stage for a 
sale. It uses the you-and-I-are-in-the- 
same-boat technique. Here’s how: 

If you are in any way like I am... 
you get stuck down at the office occasion- 
ally. Five o'clock shadow has set in. And 
you have to meet the little woman or some 
important business people for dinner. 

I solved my problem by buying a TOP 
Electric Shaver. Now, whenever the bristles 
start to sprout, | whip out my shaver, plug 
it in. . . and presto—TI've got a new 


face! Feels good. I first purchased my TOP 
Electric Shaver last summer. After using 
it for several weeks I decided to investigate 
the source. Found the razor was imported 
from Switzerland. It's made over there by 
fine craftsmen. 

Well . . . I got hot on the wire and 
secured a quantity for our Christmas Cata- 
log. We offered the TOP Electric Shaver 
under our unconditional guarantee. Do you 
know that up to this date not a single elec- 
tric shaver has been returned for credit? 
That certainly speaks well for the merchan- 
dise. 

The SIMPLE QUESTION WITH AN OB- 
VIOUS ANSWER approach. We see so 
many letters that start with this ap- 
proach it must be effective. Maybe 
we're too close to the woods to see the 
trees. It has always seemed to us that 
a question that answers itself is merely 
stuck in to get started. 

Has any reader made a test of the 
“Question with an obvious answer” 
approach against the plain declarative 
benefit approach—*Now you can save 
money on your purchases of office 
supplies” ? 


List Of Questions 


The PROMISE OF A REWARD ap- 
proach. CHANGING TIMES uses this 
approach consistently. Just recently 
the lead of one of its subscription let- 
ters was. “Could you use an EXTRA 
$50 to $100 each month?” 

Well, that’s just about the amount of 
money a lot of folks let slip right through 
their fingers every single month — without 
even realizing it! Are you one of these 
people? Are hidden drains taking too big 
a chunk out of your earnings? Where does 
the money go? Ask yourself these ques- 
tions: 

Then there’s a list of questions that 
make the reader wonder. Such as. 
“What do those charge accounts really 
cost me?” “Am I paying more income 
tax than I should?” 

Then to answer the questions the 
FAMILY SUCCESS BOOK is offered. And 
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REPRODUCED IN 5S COLORS BY LETTERPRESS, 120 SCREEN, ON OUR NEW SARATOGA COATED BOOK, 25 xX 38, s t PRINTED 6 UP AT 210€ 


Doesn't this make your mouth water? 


New Saratoga Coated Book gets realistic results like this. It’s the 
newest member of International Paper’s first family of fine papers.—> 


rag 


NEW 


HIS INSERT demonstrates what our 
new Saratoga Coated Book can do— 


give you realistic results like this using a 


truly economical, machine-coated paper. 
This paper's uniformly level surface al- 
most brings pictures to life. And Saratoga 
Coated Book's high opacity enables you to 
print both sides of the paper. The great 
workability built into this fine new ma- 


Fine Paper Division 


chine-coated book paper assures you of 
consistently good press performance. 
International Paper’s new Saratoga 
Coated Book gives striking results in black 
and white or full color process printing. 
It will take up to 133-line halftones. We 
recommen it for direct mail, recipe books, 
stuffers, publications, travel and _ resort 
folders, programs, catalogs—any letterpress 


SARATOGA COATED BOOK 


job that must combine low cost with top 
performance. 

Ask your paper merchant for samples of 
International Paper's new Saratoga Coated 
Book and its companion sheet, Champlain 
Coated Offset. He'll also be happy to give 
you information about the many othe 
printing grades in International Paper’ 


first family of fine papers. 


INTERNATIONAL PAPER vork 17, 
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here, too, is a list of questions which 
the book answers. The book is offered 
as a premium with the subscription. 

The lead shows the artistry of the 
writer of this letter. He doesn’t say. 
“Do you want to save $50 or $100 
each month?” That’s trite. Every 
householder gets offers like this time 
and time again. But the slight twist. 
“Could you use...” (and who could- 
n't?) is a delightful prospect as op- 
posed to the penny-pinching that sav- 
ing implies. 


Help A Guy 


Then there’s the approach Paul 
Bringe used so successfully in one of 
his wonderful letters for Milwaukee 
Dustless Brush Company. I call it 
HELP A GUY OUT, WILL YOU? ap- 
proach. Here’s the first portion of the 
letter: 


I NEED A CRYSTAL BALL. 

I've been sales manager at Milwaukee 
Dustless Brush Company for many years. 
I've learned a lot about how to make floor 
brushes in that time — and something about 
how to sell them. But I haven't learned 
enough. I still don’t know how to get inside 
the minds of good customers like yourself 
to find out exactly when you're ready to re- 
order Speed Sweep brushes. The closest 
I can get to that happy state of affairs is to 
write to you every now and then and ask 
you to check your brushes to see which 
ones need replacement. 

Those copywriters apt to fall back 
on cliches use this approach frequent- 
ly. But not so adeptly. Your mails are 
full of letters beginning: “Will you do 
me a favor? This is the same ap- 
proach, but more effective. Doesn’t it 
seem rather presumptuous to ask a 
total stranger to do you a favor? It 
does to me. But when you approach 
him as this letter does you're really 
asking him to do himself a favor— 
maintain sweeping efficiency. 

How about the HERE’S WHAT YOU VE 
MISSED approach? F. E. Davis, Cir- 
culation Director of NEWSWEEK 
starts one of his subscription letters: 
Just a couple of weeks ago you received an 
invitation to join America’s best-informed 
families in reading Newsweek. 

Just a couple of weeks ... but those 14 
days have made this invitation more urgent; 
have caused me to repeat it now without 
even waiting to see if your acceptance has 
come in, 

For today it is . . . 2 weeks later in the 
East-West conflict—with narrowing margins 
for Western error! New problems at the 
summit new dangers in the Middle 
East, Africa and Asia are reported by 
Newsweek's first-hand observers. 


The TONED-DOWN SCARE approach 
used by Russ Photo Service selling 


photo finishing. “. . . each shot you 
take is irreplaceable. A baby’s smile. 
a gathering of old friends. the once- 
in-a-lifetime anniversary that spe- 
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cial moment can never be recaptured. 
You've got it on film—but then what? 
Then. naturally, you want the best 
possible photo-finishing . . . without 
hocking your exposure meter to pay 
for it.” 
Say What You Mean 

Two Hollywood producers looking 
for talent sat in a front seat watching 
the star of a Las Vegas show. “I won- 
der who made her dress?” the first 
asked. 

“It's hard to say,” the second re- 
plied. “Probably the police.” @ 


PUNCHED CARD 
AUTOMATION 
and ADDRESSING 
NOW POSSIBLE 
with COMPACT, 
SIMPLIFIED 


MODEL 10 


© Model 10 introduces the economies 
of Scriptomatic methods into 
every business. 


@ Speed and Simplicity are the key 
features. Feed of material activates 
all operations: (Master feeding, 
ejection, stacking and counting). 


MAIL ORDER 
FAILURE 


(Continued Page 31) 


Before any direct mail sale can take 
place a certain amount of communica- 
tion is necessary. And communication 
here means transmission and under- 
standing. not just transmission alone. 
The prospect has to understand what is 
for sale, how much it costs, and. espe- 
cially in direct mail, what he or she 
has to do to get it. 

In the case of Hosiery Mill Sales 


Switch between hand feed and 
automatic feeder in less than a 
minute. 


Available with selective printing 
mechanism. 


No hand levers or foot pedals. 


No belt conveying mechanism. 


WRITE FOR ILLUSTRATED BROCHURE 


A PERFECT MARRIAGE... 


Punched Card and Scriptomatic Automation 


Scriptomatic methods combine all the advantages of punched card auto- 
mation and conventional addressing equipment. Scriptomatic offers a full 
range of machines and methods to tie in any punched card system you are 
using or plan to use. Today you can get all the advantages of a high speed, 
fully flexible addressing and data writing system...at a running cost 
differential as amazing as the cost comparison between a card and a metal 
plate. You enjoy not only low first cost but continuing savings in automatic 
file maintenance, filing space, and elimination of duplicate lists. Scriptomatic 
is the system geared to tomorrow ... Imagine your punched card system 
flowing through a Scriptomatic machine for selective, flexible, high speed 


addressing. 
Write for case studies and descriptive 
material. Discover now, at no obli- 


gation, if Scriptomatic can 
improve your procedures. 


SCRIPTOMATIC, INC. 


300 N. 11th Street, Philadelphia 7, Pa. 
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Scriptomatic 
MODERN ADDRESSING-DATA WRITING 
| 
PRINT FROM CARDS...DOUBLE THE FLEXIBILITY...HALF THE COST 
: 


a word 
about your 
industrial 
catalog..... 


Preparation — It takes both technical knowledge and promotional 
skill to prepare a good catalog or brochure We specialize in the 
complete preparation and production of result-getting catalogs, 
brochures, bulletins—in industrial, architectural, engineering, 
electronic and other highly specialized fields. Our writers and artists 
are technically trained, sole experienced; they know how to organize 
material, present it clearly, interestingly, with sell-ability. ; 
Our bread background in industrial marketing is a service “plus. 


Costs —We know how to work with budgets, BUT, our clients have 
found that quality catalogs are a wise investment. 


Planning — Good work requires time, yours and ours. Even if your 
next catalog is as much as six months away it is not too soon 
to plan a good catalog — NOW — through 


INDUSTRIAL CATALOG DIVISION 
HAROLD MARSHALL PUBLICATION SERVICES, Inc. 


Industrial Sales Promotion — Industrial Publicity 
171 Madison Avenue, New York 16 © MUrray Hill 6-5652 


buys this 
six-piece 
mail campaign 


PER PROSPECT 


For only 99c a name, you can send a complete 
direct mail campaign to 1,000 prospects. (Of 
course, the larger your list, the lower the unit 
cost.) 


The campaign is tailor-made. It consists of 
six proven, action-getting direct mail pieces, 
ranging from a novel POSTALGRAM mailing card with a built-in 
reply card... to an eye-catching MAILOFILM that has brought 
praise from direct mail experts. 
The price of 99¢ per name covers all art and production, ad- 
dressing, enclosing and mailing (only postage is extra). 
To receive a free sample kit of the 6-piece direct mail campaign, 


write or phone Tullio W. Rossetti, Vice President, or Sparty J. 
Nardone, Sales Promotion Manager. 


MAILOGRAPH COMPANY, INC. 


37 Water Street, New York 4, N.Y. . BOwling Green 9-7777 
Creative Direct Mai! Since 1920 
If you like, any one of these experienced account reps will be glad to discuss 


the campaign with you personally: Norman Liebman, Alfred Froimson, Graham 
Silverstein, Walter Meinzer. 


Company's letter and circular, under- 
standing was blocked by the unclear 
way in which the offer was worded. 
Because of the wording of the letter, 
the reader could get the impression in 
one place that she gets 9 pairs of 
nylons, and in another place that she 
gets 6 pairs. In other words, the offer 
just wasn't clear. This was mistake 
number four. 

The fifth mistake is a common one 
among newcomers to the direct mail 
field. To understand it let’s look at 
the order card and at the fact that no 
reply envelope was used. 

The order card left a space in which 
the prospect could check if she wanted 
the nylons C.0.D. But there was also 
a space to check if the customer was 
sending cash with order to save C.O.D. 
fees. But in order to save the C.O.D. 
fee, the customer had to fill out the 
order card, address an envelope, put 
in the money, and then spend 4 cents 
for a stamp to mail it back. It was 
actually more trouble for the customer 
to send cash with order than to pay 
the C.O.D. fees on receipt of the 
nylons. The fifth mistake then, was in 
not making-it-easy for the customer to 
reply. 

The moral of the story is that ex- 
perience is the best teacher. We learn 
by doing. But why not take advantage 
of the experience of those who have 
already gone through these painful 
flops? 

The Hosiery Mill mailing didn’t 
have a leg to stand on. But if the two 
partners would have taken their prob- 
lem to an ethical direct mail con- 
sultant, then Two-Who-Made-None 
might have made some or at 
least they wouldn't have lost any. 
What do you think? 


POST OFFICE- 
BRAWLEY 


(Continued from Page 26) 
here in the last two years than in our 
entire existence. 

If there are not to be reductions 
in employment, however, it is essen- 
tial that there be a substantial in- 
crease in the volume of mail: not 
just the fractional normal percentage 
growth we get with our growing 
population, but a planned and sub- 
stantial increase. It is worth noting 
that 1958 was one of the few years 
in our history in which there was no 
change in the average number of 
letters mailed per capita in the 
United States. To argue that we 
have reached a saturation point in 
mail is to admit that our economy 
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If you want printing with real sell, your artwork, typography and plates 
must be sharp and clear. The links that tie these together are the printer's 
skill and the paper he uses. Many skillful printers like Hammermill Offset’s 
smooth, level surface, its correct moisture content, superior opacity, and 


strength. They know it is great for full color work. For black and white, too. 


FORGES A STRONG LINK IN YOUR SELLING CHAIN 


YOUR PRINTING 
WILL WEAR 
BEAUTIFULLY 
HAMMERMILL OFFSET 


Printing on Hammermill Offset keeps selling a long time. That's 
because Hammermill’s strong Neutracel® fibers cheerfully resist 
rough and careless handling. Hammermill Offset’s youthful white 
stays clear and bright. Inks stay sharp and colorful on its level 
surface. You can have these advantages in 8 finishes and 7 atten- 
tion-getting colors in vellum when you ask for Hammermill Offset. 
This specimen printed by offset on substance 70, Wove finish on 
a 38 x 54 two-color press. Sheet size 27 x 40, 8 up. Speed 3000 
an hour. Copperized aluminum plates. Colors printed yellow, 
blue, black, red. Hammermill Paper Company, Erie, Pennsylvania. 
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has no more potential for growth. | 
am sure that none of us would con- 
cede this point. 

There is an important educ ational 
job to be done and since education 
is your business, | am bringing it 
to your attention. The people of this 
country need to have their eyes 
opened as to the true value of mail. 
It is a powerful tool in our economic 
development. Its use should be en- 
couraged rather than cut off. If the 
increase is great enough the deficit 
will automatically disappear. 

It is ridiculous to argue that each 
additional letter means an additional 
loss. It makes no more sense to pro- 
pound that theory than it does to 
protest that the 50 thousandth copy 
of a book is as expensive as the final 
book in a printing of 5 thousand 
copies. More mail will mean more 
job security for postal workers. For 
them it can offset the employment 
threat posed by automation. It will 
mean more jobs as well. for the many 
people whose labors contribute to- 
ward preparing and producing mail 
matter and, finally. it will give an 
added impetus to our economic 
growth. More mail means more pros- 
perity! This is a message which 
should be carried to every home and 
business in the land. As educators 
you can play a vital role in helping 
to disseminate this truth.@ 


MORE ABOUT 
“VANITY PRESS” 


If you have relatives or friends who 
think they are destined to become 
great authors . . . pass this informa- 
tion along to them. This concerns one 
of the worst of the mail order rackets 
and it is particularly dangerous be- 
cause it is hard to pin it down as 
actually illegal. The following ap- 
peared in a recent bulletin of the 
Better Business Bureau. 1021 McGee 
St.. Kansas City 6, Missouri: 


“Vanity Press” Charges 
Grim Price for Flattery 

Victims of the “vanity press”—the schem- 
ers who induce determined authors of books 
to pay advance money on contracts to have 
their works published on glowing promises 
of fame and fortune—are sometimes quick 
to part with their money and in sizeable 
amounts ($900 up to $6,000), according to 
the Federal Trade Commission. These 
amounts represent a “cooperative publish- 
ing subsidy,” says the Commission, and 
payment as the author's part in the publish- 
ing of his book. 

The chief disadvantage to the method, 
the Commission says, is that the ‘coopera- 
tive publishing plan’ assures the profits only 
to the vanity publisher and the costs to the 
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author. 

For this advance fee, the vanity publisher 
agrees, by contract to: 

Copyright the book in the author's name 
(This costs but $4 and is standard prac- 
tice). 

Pay 40% royalty, which is much higher 
than that paid by a regular publisher. 

Advertise the book (Perhaps once or 
twice along with several books). 

Send book to reviewers (You're paying 
for it, but it is highly unlikely that major 
newspapers will review a vanity published 
hook). 

Sell the book through salesmen (but you 
have no guarantee he will show your book 
to those on whom he calls). 

The FTC has issued the following warn- 
ing signals to enable a writer to distinguish 
a vanity publisher from a reputable pub 
lisher: 

The vanity publisher invariably insists 
on advancement payment of a “cooperative” 


new 


Fully automatic . . . unprecedented performance 
without the penalty of high price or space waste! 


Announcing a new dimension in col- 
lating versatility, accuracy, speed and 
compactness — the all-new, completely 
automatic Rotomatic by Thomas Col- 
lator Industries, Inc. If you collate in 
volume, you'll want all the details on 
the Rotomatic’s ease of total opera- 
tion and multiple savings. For com- 
plete information and prices, without 


obligation, write today. 


publishing fee. 

2. Reputable publishers, unlike the vanity 
houses, never advertise for cooperative pub- 
lishing ventures. They do, however, during 
negotiations occasionally ask authors to 
share expenses, particularly when it is mu- 
tually conceded that the book will not 
command wide popular interest. 

3. Vanity houses advertise spectacular 
royalities, with 40% not uncommon. 

1. The vanity boys are hard put to refer 
you to any happy former customers. 

FTC Commissioner Robert T. Secrest, 
whose early days of teaching school in Ohio 
brought him in touch with many would-be 
writers, declared: “To flatter an author for 
the sole purpose of taking his money is a 
deceptive practice which can be halted by 
an FTC order, but this is small consolation 
for the victimized writer whose hard work 
and high hopes have been abused in order 
to provide the vanity publisher's quick 
proft.®@ 


ation collator 


Accurately collates, counts, staggers or 
stitches 25,000 sheets per hour 


Exclusive push button programmer permits 
different jobs to be run at same time 


Occupies only 17% sq. ft. of floor space 


less than 7 minutes .. no 
fans, 


Loads in 
adjustments for vacuum systems, 
weights, finishes 


Handles sheet sizes from 7” x 8” to 11” x 
14” in most every weight and finish 


Offers more features at a lower price than 
any other collator on the market 


MW Thomas Collator Industries, Inc. 


Dept. W1, 


100 Church Street, New York, New York 
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VER 
WORKED 


GIVE AHREND YOUR 
TOUGHEST PROMOTION 
JOB — And watch the orders 
pour in! 


Let us create the sales idea, 
copy, and art; handle printing, 
production, and lists .. . to 
produce higher returns per 
dollar. (Or use your pet 
printer, if you prefer.) 

Single job assignn ents or 
retainer basis 


Call Herb Ahrend 
PLaza 1-0312 


ASSOCIATES 


601 Madison Avenue New York 22 


Plaza 


Planning Art, Copy, and Complete Production 
of CATALOGS + POSTERS + DISPLAYS + SALES 
LETTERS + BROCHURES + DEALER AIDS 
FILMS FOR TV AND BUSINESS + MAILING 
LISTS + MAIL ORDER CAMPAIGNS 


CALL THIS NUMBER 


FOR MAILING LISTS 
JUdson 6-2086 


Let us help you make profitable use 
? years’ experience with 
thousands of mailing lists for every 


of our 1 


conceivable product or service 


TRYING TO REACH 
THAT TYCOON? 


If you want customers, subsidiaries, 
club members. or inquiries, we can 
get them for you e know from 
experience with major direct mail 
users over the years which lists are 
likely to be most suited to your 
offer 


Not only can we help you plan your 
next mailing schedule with NEW 
LISTS, but we can make rental of 
your own customer names more 
profitable for you—bring you added 
income to defray your maintenance 
costs, help you cut mailing and pro- 
duction costs—perhaps even finance 
your entire list department! 


Our knowledge and experience is 
not for sale—it's yours FREE! 


No obligation for our expert list 
recommendations. Just call or write: 


Ceil Levine 


SCREENED MAILING LISTS 


The Fisk Building 
250 West 57 Street 
New York 19, N. Y. 


JUdson 6-2086-7 


furor over 


a key 


This report on lotteries is must 


reading if you are involved in 


contests and building retail traffic. 


HE PROBLEM HERE Is: What is a 
lottery by mail. or what isn’t a 
lottery 7 

Last summer sometime, Anne Smith 
of Fair Mail Service, Inc., Plainfield. 
New Jersey called The Reporter office 
and asked whether it would be safe 
for her to handle a mailing involving 
keys to be used in a Community Treas- 
ure Hunt. Not knowing all the details, 
we advised Anne not to take the risk 
of being a party to a lottery without 
clearing the entire scheme with the Na- 
tional Better Business Bureau and the 
Post Office Department’s General Coun- 
sel. 

Back many years ago. we had a 
friend in the printing business who 
got into serious financial difficulties be- 
cause he printed an entire national 
campaign involving keys for Treasure 
Chests without clearing first on lottery 
laws. Campaign had to be destroyed. 
Client wouldn't pay the bill because 
printer had suggested the campaign 
theme. 

Anne told the Chamber of Com- 
merce officials (promoters of the Plain- 
field Treasure Hunt) about her fears 
and her unwillingness to handle the 
promotion unless it was cleared first. 

The plan involved mailing 75.000 
keys (with a Shopping News) to resi- 
dents in Union and Somerset Counties 
of New Jersey. During a four-day pe- 
riod. about 150 stores would have 
Treasure Chests in their places of busi- 
ness. Persons whose keys would open 
any of the chests would receive one 
of the four thousand prizes offered by 
the merchants. There would be radio 
and newspaper publicity to back up 
the mailing of the keys. A community 
yroject. 

The General Counsel of the Fraud 
and Mailability Division of the Post 
Office Department ruled in a_ type- 
written memo to the Postmaster at 
Plainfield that the mailing was accept- 
able and did not violate Item 18, U.S. 
Code 1302. He pointed out there are 
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three elements in a lottery: offer of a 
prize: consideration for entering: win- 
ning by chance. He ruled that there 
was no consideration for entering con- 
test .. . therefore no lottery. The Post- 
master in Plainfield then mailed copies 
of this ruling to the fifteen postmasters 
in adjoining towns where the mailings 
would be received. All was fine and 
dandy. The mailing went out as 
planned. 

But the Union County Prosecutor, 
H. Douglas Stine. decided to get into 
the act. He declared the whole scheme 
was a lottery and demanded that the 
Treasure Hunt be called off by the 
Chamber of Commerce and the mer- 
chants. After hectic conferences and 
much newspaper publicity . . . the 
Chamber of Commerce officials de- 
cided it was too late to call it off and 
they would buck the prosecutor. So 
the four-day Hunt went on . . . very 
successfully . . . but Prosecutor Stine 
and detectives snooped around “pick- 
ing up evidence” which he intended to 
present to a grand jury. 

But during all the hullabaloo, Som- 
erset County Prosecutor Arthur Mere- 
dith seized the Treasure chests in five 
north Plainfield stores and arbitrarily 
stopped the Hunt. From the tone of 
local news stories, we doubt if Prose- 
cutors Stine and Meredith advanced 
their political fortunes by their screw- 
ball publicity tactics. 

While all this fuss about a key mail- 
ing was going on in New Jersey 
we received the September issue of 
“Daleo Mail-Moxie” (newsletter) writ- 
ten by direct mail service specialist 
Bobbye Jaffe of 4591 El Cajon Blvd... 
San Diego 15, California. 

First item in newsletter told about a 
mailing of 200,000 keys glued to let- 
ters sent out by a local Savings & 
Loan Association. Recipients were told 
to bring key to any of the five Home 
offices. If it unlocked the Treasure 
Chest . winner would get one of 
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letters 


By using Arthur 
Thompson & Co. 


letterheads, illustrated by 

full-color seasonal de- 

ASONS signs, you can add snap 
and sparkle to your 
direct mail letters. 


Arthur Thompson Holiday Stationery, 
with your own personal message imprinted 
on it, will help gain your prospects’ 2 
attention and goodwill. And, these bright- : 
colored letterheads will help stimulate 

him into buying action. Think of the 
seasons you can use these letterheads: 
Thanksgiving and Christmas especially. 


Whether you want full-color litho- 
graphed or colorful steel-engraved 
letterheads there is an Arthur 
Thompson design to fit your 
personal choice. Their cost is low 
.. and a one-Color run to imprint 
your own message is all that is 
necessary. 


rthur Thompson & Co. Holiday Stationery 
available through printers and lettershops Or 
ef from your nearest Arthur Thompson Gis- 
IR. If you want one of our complimentary 
1959 Fall and Christmas Portfolios that dis= 

plays the entire line, please ask the nearest 

Arthur Thomspon distributor or write us direct. 


For letterheads that will warm the heart of every recipient, 
insist on Arthur Thompson letterheads. Order your 
quantities today. 


ARTHUR THOMPSON & COMPANY — 
109 MARKET PLACE «+ BALTIMORE 2, MD 


NATIONA 


LLY DISTRIBUTED 


ARTHUR THOMPSON & CO. 
Stationery and Portfolios are avail- 


able in many 


leading cities. Phone 


or write the distributor nearest you. 


Akron, Ohio 
Alexandria, La. 
Augusta, Maine 
Baltimore, Md. 
Baton Rouge, La. 
Boston, Mass. 
Charlotte, W. C. 
Chattanooga, Tenn. 
Chicago, il. 
Cleveland, Ohio 
Columbia, S. C. 
Concord, WN. H. 
Dallas, Texas 
East Hartford, Conn. 
Fort Wayne, Ind. 
Fort Worth, Texas 
Houston, Texas 
Jackson, Miss. 
Jacksonville, Fla. 
Jamestown, W. Y. 
Little Rock, Ark. 
Longview, Texas 
Louisville, Ky. 
Macon, Ga. 
Memphis, Tenn. 
Miami, Fla. 
Mobile, Ala. 
Monroe, La. 
Montreal, P. Q. 
Nashville, Tenn. 
New Haven, Conn. 
New Orleans, La. 
New York, N.Y. 


Norfolk, Va. 
Omaha, Neb. 
Orlando, Fla. 
Philadelphia, Pa. 
Providence, R. |. 
Raleigh, W. C. 
Reading, Pa. 
Richmond, Va. 
St. Louis, Mo. 
San Francisco, Calif. 
Savannah, Ga. 
Shreveport, La. 
Springfield, Mass. 
Tallahassee, Fla. 
Tampa, Fla. 
Texarkana, Texas 
Toledo, Ohio 
Toronto, Ont. 
Tyler, Texas 
Vancouver, B. C. 
Washington, D. C. 
Woodstock, Vi. 


Millcraft Paper Co. 
Louisiana Paper Co., Ltd. 
John Carter & Co. 
Barton, Duer & Koch Paper Co 
Louisiana Paper Co., Ltd. 
John Carter & Co. 
Caskie Paper Co. 
Clements Paper Co. 

The Rylander Co. 
Millcraft Paper Co. 
Epes-Fitzgerald Paper Co. 
John Carter & Co. 
Clampitt Paper Co. 

John Carter Co. 
Millcraft Paper Co. 
Clampitt Paper Co. 
Clampitt Paper Co. 
Townsend Paper Co. 
Jacksonville Paper Co. 
Millcraft Taper Co. 
Arkansas Paper Co. 

Etex Paper Co. 

Graham Paper Co. 

Macon Paper Co. 

Graham Paper Co. 
Everglade Paper Co. 
Partin Paper Co. 
Louisiana Paper Co., Ltd. 
T. B. Little Papers 
Clements Paper Co. 

John Carter & Co. 

E. C. Palmer & Co. 


Wholesale Art Blank Div. 
(Long Island City 1, N. Y.) 


Epes-Fitzgerald Paper Co 
Acme Mail Advertising Co. 
Central Paper Co. 

J. L. N. Smythe Co. 

John Carter & Co. 
Epes-Fitzgerald Paper Co. 
J. L. N. Smythe Co. 
Epes-Fitzgerald Paper Co. 
Tobey Fine Papers 

Banco Corp., Ltd. 
Atlantic Paper Co. 
Louisiana Paper Co., Ltd. 
John Carter & Co. 
Capital Paper Co. 

Tampa Paper Co. 
Louisiana Paper Co., Ltd. 
Millcraft Paper Co. 
Whyte-Hooke Papers 

Etex Paper Co. 

Columbia Paper Co., Ltd. 
Barton, Duer & Koch Paper Co. 
John Carter & Co. 
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many gifts offered . . . with a chance 
at grand prize of $2,500. The Daleo 
bulletin stated that 50,000 people came 
with their keys during the 10-day pe- 
riod, (Even though they didn’t win, 
each person received a small gift for 
just coming in.) 


Occupant Mailing delivers 
25% In Store Traffic 


A 25°% physical return on a 200,- 
000 “occupant list” mailing is a lot of 
trallic so we wrote to Bobbye Jaffe to 
ask if there had been any trouble 
similar to the New Jersey snafu. 

Bobbye told us that she cleared 
everything with the cooperative Post- 
master in San Diego. His interpreta- 
tion of the lotlery law is as follows: 

“Lucky numbers” posted in one location 
in a place of business or the “treasure 


MACKIN 


chest” promotion with mailed keys to fit a 
chest are Nov lotteries because the only 
consideration on the part of the participant 
is his own time (not his money). In this 
case, the participant had only to take the 
key into the Savings & Loan Company to 
see if it fit the lock on the chest. He had 
nothing to purchase, he did not have to 
register his name, ete. The Post Office feels 
this is not UNDUE consideration for a par- 
ticipant to take the mailed key or mailed 
numered card to one location or one depart- 
ment of a store. (If he had to run to 4 loca- 
tions or 10 departments, this is UNDUE.) 

By contrast, the P.O. feels an attempt to 
win door prizes at a club luncheon meet is 
a lottery (and cannot be promoted via mail) 
because the participant must first pay 
money for lunch there . . . like an entry 
fee or admission to be eligible for the prize. 


So everything was peaceful in Cali- 
fornia. At least the two young ladies 
involved in these cases were smart 
enough to get Post Office clearance be- 


Job-Rady BUSINESS PAPERS 


Like modern jet aircraft, Mackinac Job-Ready Business Papers are 
designed to work fast and accurately. They are made for maximum 
efficiency on modern printing and duplicating machines. 


All papers in the Mackinac line are made from 100% bleached, 
chemical wood pulp and tub sized. They lie flat, feed easily and 


= run smoothly. Each grade is made for a specific kind of work and 


AC KI NAC is prepared for proper ink reception in each process 
M i » @ Mackinac Job-Ready Business Papers are precision cut at the mill 


to sizes 812" x 11” and 81%" x 14”. Mill-conditioned and moisture- 


BUSINESS PAPERS 


@ MACKINAC BOND 
@ MACKINAC DUPLICATOR 
@ MACKINAC MANIFOLD 
@ MACKINAC MIMEO 
@ MACKINAC OFFSET 
@ MACKINAC OPAQUE 


proof wrapped. Available in white and six bright colors. 


Send for free SAMPLE BOOKS showing White 
and a full range of colors in each grade. 


Sold exclusively through Paper Merchants 


FLETCHER paper company 


General Sales Offices: 20 N. WACKER, CHICAGO 6, ILLINOIS 


Mill at ALPENA, MICHIGAN 


fore becoming a part of a treasure hunt 
promotion. 

But we believe the Post Office or 
someone should clear up this whole 
lottery mess. Some of the rulings are 
pretty silly. For instance, the San 
Diego interpretation would have ruled 
illegal the Plainfield, N. J. promotion 
because recipients were asked to try 
the keys in 150 different locations. Is 
that undue consideration? And by 


what right does a county prosecutor 
stir up trouble on a promotion ap- 
proved by the United States Post Of- 
fice? 

Why it is illegal to promote a meet- 
ing by mentioning door prizes? Those 


who go to the luncheon or dinner 
don’t go because of the prizes. They 
pay for their meal or for the enter- 
tainment. To rule that payment is 
consideration on a lottery is downright 


silly. 


While all this was going on . . . the 
Green Giant Company of LeSueur, 
Minnesota was announcing to the trade 
a giant national advertising campaign 
telling about a giant $30,000 sweep- 
stakes. All the housewife has to do is 
put her name on back of Green Giant 
label and mail in before midnight 
December 31st. They will then be elig- 
ible for the drawing. We see nothing 
immoral about such a promotion but 
we wonder if some moralist in some 
official capacity will rule that this is 
a lottery because entrants have to buy 
a can of peas and must buy a stamp to 
send in their name. 

A new Largo, Florida Sunoco Serv- 
ice Station recently made a key mail- 
ing offering substantial prizes to any- 
one who could open the Treasure Chest 
during a three-day celebration. Went 
to see manager. He had no trouble with 
local post office or law officials. Has 
used plan before for other stations. 
Worked fine. One hundred and fifty 
correct keys were mixed in with a 
mailing of 4000. Strangely . . . all 150 
prizes were collected. 

So . that’s how the “key situa- 
tion” stands as of now. Promotions 
for a Treasure Hunt seem to work fine 
but interpretations about their 
legality are fuzzy. Our advice to any 
of you who become involved in one of 
these promotions . either as pro- 
moter or producer . . . is the same as 
we gave to Anne Smith. Don’t print or 
put anything in the mail unless vou 
have cleared entire plan with the Post 
Office Department. If you get a turn 
down locally and still think you are 
right . . . carry your case to the top 
the General Counsel’s office in Post 
Office Department at Washington, D. C. 
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new second, 
enlarged 
edition 


only $2.25 


Have you ever examined the great selling 
lines and great ads? “99 44/100ths pure”— 
“Do you make these mistakes in English?”— 
“They laughed when | down at the 
piano”—“His master’s voice” 

These are the great leads that have sold 
millions of dollars merchandise, 
and created measureless good will. Do you 
know why they worked—why the same psy 
chology stands behind successful ads today? 
Why these ads have been studied, copied, 
and imitated by great ad men, and are still 
fresh? 

Some ten years ago Julian Watkins, now 
Vice President of Leo Burnett, started look- 
ing for answers to these questions. He gath- 
ered together the 100 ads that had made 
markets, found out how and why they were 
written: the result was THE 100 GREAT- 
EST ADVERTISEMENTS. Here, now, is his 
second, enlarged edition. Along with the 
Campbell Twins, Bessy the Cow, Four Roses 
in Ice, and 97 others, you now find “the man 
with the patch,” the phenomenal Rolls 
Rovce ad that turned the Rolls into a family 
car, and 11 others that have appeared since 
1950. 

Every ad in this book has filled the har- 
dest standard any ad can meet: it pulled ... 

e@ Webb Young's necktie ad sold $26,000 

of ties on a single running! 


salt 


worth of 


e The Hathaway shirt ad turned a small 
business into $13,000,000 per year! 

@ Wendell Willkie’s utility ad made him 
a presidential candidate 


e The Kid in Upper Four—an apology 


All-time great ads for 


Steel, Macy’s, Ameri- 
Diamonds, Modess, Tif 
Chesapeake & 


Southern Pacific, U.S 
ean Mutual, DeBeers 
fany, Ladies Home Journal, 
Ohio, Hamilton Watch, New Haven Railroad, 
Rogers Peet & Co., Bordens, Shell Oil Co., 
Royal Typewriter, Bear Creek Orchards, Hart 
ford Fire Insurance, General Motors, B. F 
Goodrich, Buick, Packard, Altmans, Interna 
tional Correspondence School, Chrysler, Bell 
Telephone, American T. & T., Ford Motor 
Car, Pepsodent, Simon & Schuster, Big Ben, 
New Yorker, Ronson, Lucky Strike, Chester 
field, Listerine, Woodbury’s Soap, Canada 
Dry, Steinway, Eastman Kodak, Smith Broth 
ers, Victor Talking Machine, Fisk Rubber, 
Uneeda Biscuit, Cadillac, Rolls Royce, Camels, 
American Red Cross, Postum, Mennen’s Shav 
ing Cream, The Book of Etiquette, New York 
Daily News, Plymouth, Arrow Collar, Bordens 
Milk, and 60 others! 


West of 
here 


,RDAN 


for poor service got the biggest pub- 
licity breaks any ad has ever had 
e The Dale Carnegie ad sold four mil- 

lion books in three years! 
There are ads that followed the rules, and 
ads that broke every rule—and still were 
fantastically successful. Ads without copy; 
ads with small copy (“Salada Is Delicious 
Tea”); and the famous 6,000 word Merrill, 
Lynch ad, not even intended for mail order, 
but it drew 10,000 responses. 


Look at these comments on the first 
(smaller) edition! 


“Indispensable to all in the advertising busi- 
ness,” N.Y. TIMES. “Useful, valuable, en- 
lightening,” PRINTERS’ INK. “Must read 
ing for every budding copywriter, some old 
sters, too,” CHICAGO TRIB. “An invaluable 
aid to the advertising business,” N. Y. HER- 
ALD TRIB. Also comments from leading ad 
men: “When I copywriter, this 
have money than I 
Raymond Rubicam. “A _ fine and 
collection,”” F. Cone, of Foote, 
Cone, & Belding. “A perfectly swell job,” C 
L. Jordan, of N y. Ayer. “You have 
carried out this job as well as any human being 

W. Young, of J. Walter 
Thompson. “Should be compulsory reading 
for every copy writer,” J. L. Tallman, Sat. 
Post. (Also a whole file folder of other 
raves.) 


began as a 


would been worth more 
owned,” 


stimulating 


could have done,” J 


Eve 


Examine all these ads for yourself! Read 
how they were born: how client and ad man 
cooperated, how copy and art were adjusted. 
See how John Caples and Raymond Rubi- 
cam created great ads by bringing imagin 
ation to familiar material. Mr. Watkins's 
analyses will indicate how these ads worked: 
how quality is suggested, how the buyer is 
persuaded to send in money, how great ads 
outshine competition, 


Analyze your own wants in ads! 
What are you looking for in your ads? Art? 
Originality? Success? If success interests you, 
this book is for you, for success follows suc 
cess, learns from success, and imitates suc 
cess. These 113 ads are among the 
successful ever written: they made fortunes 
and they set the pattern for other ads that 
made fortunes. 


most 


Adapt their lessons to your own work 
Whether you work in direct mail, space, 
mail order, packaging, p.o.p., or any other 
sort of advertising—whether you are an art 


man or a copy man—human nature does not 
change, and a successful ad of 25 years ago 
has the elements that make for success today. 
\ collection of successful ads can be more 
stimulating than the most modern motiva- 
tional studies, worth more than a consulta- 
tion from an advertising expert. The retail 
price of this book bears no relation to its 
potential value to any art, copy, or account 
man. 
Prove us wrong! 

We have priced this book low. We could 
have charged $15.00 per copy for it, and 
placed a copy in every advertising agency 
library in the country. (The out-of-print 
price for the first edition has been $15.00 
and up!) But we believe that this book 
belongs on the desk of evervone concerned 
with the sale of merchandise, and we have 
priced it within the reach of everyone. In a 
day when advertising books cost from $6 to 
$15, our policy may seem quixotic, but we 
really believe in the value of this book to 
EVERYONE in advertising. 

If vou don’t agree with our evaluation of 
the new second edition of THE 100 GREAT- 
EST ADVERTISEMENTS, drop us a note 
within 10 days after you receive your copy, 
and tell us so. You don’t have to return the 
book. Keep it, and we'll refund your pur- 
chase price without question. No strings 
attached! 


THE 100 GREATEST ADVERTISE.- 
MENTS, WHO WROTE THEM AND 
WHAT THEY DID by J. L. Watkins. 2nd, 
revised, corrected, enlarged edition, with 
113 ads. New introduction. 130 illustra- 
tions. 252 pp. 7% x 10%. 

Paperbound $2.25 


Send in now! Avoid the Christmas rush. 


Dept. 263, Dover 180 Varick 
St., New York 14, 


Publications, Ine 
N. ¥ 

100 
$2.25 


me copies of THE 
GREATEST ADVERTISEMENTS at 
Payment must all orders 
except for libraries 
Please add 10¢ postage 
less than $5.00 


Please send 


accompany 
public institutions 
hook on 

Please print 


each 
and 


per orders 


Name 
Address 


City Zone State 


GUARANTEE: Your satisfaction guaranteed 
Simply tell us within 10 days of receipt of 
took, if you don't like it, we will refund 
You keep book. No asked 


and 


questions 
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P.0. Box 855 
K.C. 41, Mo. 


FARM MARKET 
LISTS 


HIGH VOLUME 
MAILING 


DMAA ~ ATCMU 


NATIONAL COUNCIL 
of MAILING LIST BROKERS 


When you advertise you want... 


RESULTS 


It takes fine printing reproduction 
to get... 


RESULTS 


40 years of mailing experience 
helps us get 


RESULTS 


for you. 
Use the 


-RED 
BALL 
SERVICE 
of 


OOLITTLE 
& CO., Inc. 
EPENDABLE 
IRECT MAIL 


608 WEST ST. 
NEW YORK 
CHelsea 


JUST MENTION 
MY NAME 


Newspaper editors in 14 states last 
summer were on the receiving end of 
a series of six postcards from Charlex 
Realty Co. 300 Chancellor Ave.. 
Newark 12, N.J 

Purpose of the mailing was to ae- 
quaint editors with who Charlex is 

largest sales representative of 
General Development Corp. Miami. 
Fla. GDC had been doing a bang-up 
publicity job, reaping much news- 
paper lineage on their Port Char- 
lotte real estate venture (among other 
promotions). But) Charlex wasn't 
mentioned, They felt they were losing 
a lot of publicity opportunities in not 
being a part of GDC stories. And 
good publicity could lead to more 
sales in the 14 states in which they 
operate, 

So Gill Carroll and Lee Cherenson. 
PR men at Charlex, decided on a 
posteard mailing to the editors of the 
papers, one a week for six weeks. 
Cards were jumbo size, printed on 
color stock, and humorously asked for 
recognition wherever GDC was men- 
tioned in a story. 

One shows cartoon of man with gun 
at head. (See pix). Copy reads: 
WE'RE DESPONDENT! 


"Cause sometimes editors mention Gen- 
eral Development or the Mackles without 
mentioning Charlex, their largest exelus- 
ive sales agents 

We're in Fourteen States including 
yours 

Next time you mention Mackle or Gen- 
eral Development please mention Char- 
lex so we can put that gun away! 

hanks 


Results? A good working relation- 


ship with the press, and increased 
sales due to local awareness of Char- 
lex” position. 

But newspapers aren't the only tar- 
get of the Charlex “awareness” cam- 
paign ... bus and subway riders in 
16 cities are seeing glamorous car 
cards with attached “take-on.” pro- 
moting the Florida homesites. The 
“take-ones.” or couponed promotion 
folders. are die-cut in the shape of a 
beach umbrella or of a sailboat, and 
each has a business reply card in- 
cluded. 

During the first ten days. Charlex 
drew over 6,000 leads. At present 
time, several hundred cards a day are 
still pouring in. We contacted Gill 
Carroll, and he tells us that the con- 
version to sales has been phenomenal. 
Discounting about 10° of the cards 
which come from cranks and child- 
ren, Mr. Carroll states that Charlex 
turned 40°° of the remaining inquir- 
ies into sales. Their Chicago office 
has been converting about 50‘. 
(Terms of the sale usually call for 
$10 down and $10 monthly.) 

At the time of the postcard mailings 
in July 1959, Charlex had offices in 
14 states and two foreign countries. 
Today they have offices in 23 states 
and four foreign countries and 
they sell a million dollars worth of 
land a week. Anybody for Florida? © 


“Integrity and wisdom are essential to 
success in every business,” said boss to new 
employee. “By integrity, | mean that when 
you promise a customer something, you 
must keep that promise, even if we lose 
money.” 

“And what is wisdom?” asked the new 
man. 

“Don't make such darn fool promises!” 


From: Tempo News, house magazine of 
Wilo Harding Co. Monterey Park. Calif. 


THE REPORTER OF DIRECT MAIL ADVERTISING 


| | 
4 
320 N. DEARBORN ST 


TOGETHERNESS: 
DMAA WORKSHOP 


Ed Myers of Saltwater Farm. 
Damariscotta, Maine, propped two of 
his pet lobsters up against the 
rostrum — then told 150 DMAA 
Mailorder Workshoppers they'd bet- 
ter learn the facts about Washington 
“executive privilege.” Ed says this 
doctrine is the notion that anyone 
in the executive branch can refuse to 
produce records or to testify before 
a Congressional Committee if he, in 
his supposedly infinite wisdom, calls 
it confidential. According to Ed this 
doctrine has already been invoked 
by at least 20 governmental agencies 
including the FTC and FCC, and he 
hints the Post Office might not be 
far behind. Ed seems to feel that this 
privileged immunity undermines the 
basic checks-and-balances system of 
the Federal government and_ stifles 
the power of Congress, the primary 
elective body of our government. 

Workshoppers, enjoying “Hotel 
Plaza-type” lobster, were captivated 
by Ed’s talk, one of the many high- 
lights of the one day session held at 
the Plaza on October 20th. Its re- 
freshing to hear a luncheon speaker 
go beyond the nuts and bolts of the 
business now and then. 

Perhaps the finest workshop to 
date, speakers from all over the 
country didn’t hesitate in supplying 
facts, figures and results — the real 
meat of any cooperative get-together. 

Andi Emerson of Eugene Stevens 
Inc., New York, explained their cost- 
profit ratio on individual mail order 
items, sprinkling her talk with con- 
crete examples of successes and 
failures. Bob Stone of National Re- 
search Bureau Inc., Chicago, 
gave his five big keys to Mail Order 
Success (Product. List, Offer. Copy 
and Tests) with solid, practical appli- 
cations for each phase. 

Tony Kuban of Swiss Colony, Mon- 
roe. Wisconsin, showed how the 
mailer can isolate and determine his 
overhead and operating expenses. 
Workshoppers also heard Bill Hen- 
derson of the Parcel Post Association 
in Washington and DMMA’s Wash- 
ington, D. C. Representative, John 
G. Jones, who up-dated the situation 
on parcel post legislation and postal 
problems generally. 

During the afternoon 
George Cuilinan of Harry Schneider- 
man, Chicago, discussed the future 
of mail order in light of its past 
progress. Bob Aronson from Florida 
Fashions, New York, offered practi- 


session. 
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cal pointers on production and costs. 
Waldo Williams of Foster & Gal- 
lagher, Peoria, Ill., described his 
firm’s experience with Rem Rand 
data cards for extracting decision 
making sales statistics. 

Indicative of high interest was a 
spirited question-answer period at 
conclusion of program as_ work- 
shoppers fired questions at Messrs. 
Cullinan, Williams, and Aronson 
and got back straight practical 
answers. 

Wonderful to see how successful 
mailers are not afraid to share their 
experience and know-how with others. 


Place your clippings, 
illustrations, printed matter, 
forms, or other copy 
around the first cylinder 


Because so much is based on trial 
and error, everyone has to benefit 
when ideas are freely interchanged. 
We'd like to see more of the same 
in the future. @ 


QUESTIONS 15% 


There’s been much controversy, as 
you know, regarding the time honored 
15% agency commission, and what 
role it will play in the future of the 
advertising industry. 

The Reporter has received a good 
deal of correspondence concerning this 


Clippings 
Photos 
Drawings 
Halftones 
Charts 
Typewriting 
Letterheads 
Forms 

Hand Writing 
cco cee 
PASTE-UP LAYOUTS, too! 


Anything printed, typed, or drawn, or 
combined as a ‘paste-up layout’, can be swiftly 
translated into a stencil which will immediately 


. place a blank stencil 

around the other cylinder 

and turn the switch. 
That's all. . 

Gestefax does the rest. be 


reproduce amazingly faithful copies on your 
own duplicator. Your office girl operates Gestefax 
at her desk and requires no training. In a matter 
of minutes, important and urgent material can 
‘stencilized’, 
without waiting for slow, costly 


run off, and distributed 
“amera work. 


Gestefax is purely electronic. 


4 by the makers of the Gealednar stencn purucator 


The famous Dual Cylinder Mimeo 


built like a printing press 


YOU CAN SEE A 
DEMONSTRATION IN 
YOUR OWN OFFICE 


The coupon will 

bring specimens 
and literature. 


GESTETNER DUPLICATOR CORPORATION 
Dept. X-21, 216 Lake Avenue, Yonkers, N. Y. 
Send compiete details and specimens to: 


eit 
original copy b 
...in 2 simple steps... g py 
| 
x 
‘ 
a4 
a 
oh 
a 
i 
. 


mailings 
cost 
less 
in Canada! 


SAVE 50% ON POSTAGE 


when mailing to Canadian pros- 
pects and customers Third 
class mailing in Canada costs 


only 2¢ against 4¢ in U.S. 


For reliable envelope service write 


™ 
“ 1070 Queen St. E., 


Toronto 8, Ontario Dept. 9P1 


plication. 


PRICES NOW. 


SPEED TYING OF OUTGOING MAIL 
SAVE TIME-LABOR-TWINE 


TIE LETTERS - PARCEL POST - CHECKS 
PAPERS - CIRCULARS - LABELS - 
with a AUTOMATIC PAK-TYER 


There is an ALL-PURPOSE PAK TYER for every ap- 
Ten times faster than hand tying. Easy to 
operate and maintain. All bundles and packages can be 
automatically tied without any adjustment. 3 to 24 ply 
twine, as well as tapes and braids can be used. Several 
models to choose from. 
MAILING COSTS. WRITE FOR CIRCULARS AND 


BOXES 


LET FELINS CUT YOUR 


TYING MACHINE CO. 


lwaukhee 


FELIN 


mokes BUYERS went 
te do business with you 
Write me about your plans 
or problems 
All details handled by mai! 


ORVILLE E. REED 


HOWELL, MICHIGAN 


pommn 4 of two DMAA Best of industry 
words . Dortnell Gold Medal . 
faites of “IMP, “The werld’s smallest 
house organ” 


U A L l E natural, selling 


Pennies 


FREE KIT Commission to recognized 
on request agencies and photographers 


Colortone prass 


Color Stationery Specilsts 


2412 17th Street, Northwest, Washington 9, D. C. 


WE ELIMINATE 
CREATIVE WORRIES 


Ad men are under constant pressure to come 
up with new ideas and campaigns annually, 
monthly, weekly—sometimes daily. The monthly 
motto direct mail campaign must be good—for 
some of our clients have used it for ten years. 
if it fits your business, if no competitor is 
using it, if you arent a stuffed shirt—it means 
one less creative worry for you. A request on 
your business letterhead will bring information. 


LET'S HAVE 


BETTER MOTTOES ASSOCIATION 
2127 East Ninth St. 
Cleveland 15, Ohio 


PP 

LABE S 
AnyRoll Label: 
wre WING MAILER 


\ Le GREENFIELD, MASS... 


Selling Farce or Selling Force? 
Your edvertising got slipping sickness? Let 
Bott inject “‘sell-th” to regain its health. 


A complete advertising ency serv > 


“Chat Fellow Botts 


Leo P. Bott, Jr., 64 E. Jocksen, Chicago 


problem. The following plan was sent 
to us by David G. Lyon, Connecti- 
cut, who is using his idea every day in 
dealing with his own clients. 

Called “Pay For Results” 
some of its major points. 

1. Interests of the advertiser and 
his agent should be directly related 
through a profit sharing plan. This will 
help remedy the evil of “window 
dressing.” whereby the agency adds 
superfluous services in order to in- 
crease its own revenue. 

2. Through this plan a set goal can 
be established by mutual agreement. 
If the client’s sales rise, the agency's 
revenue will rise. If sales fall, the 
agency will take a smaller compensa- 
tion for its services. 

3. The agency will not be forced to 
supply extra “eye-wash” services to 
justify his 15% (and which are oft- 
times sufficient to wipe out the agency’s 
profit). 

How do clients feel about this fee 
system? Mr. Lyon reports he has been 
experiencing warm and friendly re- 
ceptions with his approach of “What 
can we do for each other?” Medium 
sized firms, usually unable to compete 
for agency service with large firms be- 
cause of their smaller billing, are read- 
ily able and willing to pay for results. 
Mr. Lyon's cooperative approach has 
found many friends in this area. 

Mr. Lyon was formerly Sr. Vice 
President of Cecil Presbrey Inc., and 
has been on his own since July 1959. 
He utilizes all media in his pro- 
gramming. with considerable emphasis 
on direct mail. His effective work for 
Albany Products this past year earned 
them one of the 1959 DMAA awarde. 


here are 


CHRISTMAS 
GIFT IDEA 


We recently received an interesting 
case history from an old friend, John 
Firth, president of Firth Brothers 
Limited. 127 Hughson Street, North, 
Hamilton, Canada. His company man- 
ufactures fine clothing for men. They 
have used direct mail successfully for 
years. Here is the case history as told 
in John’s letter: 


Dear Henry: 

On several of my trips to the old country 
(Britain) I have tried to locate some little 
item, which I could have sent to arrive here 
in Canada, just before Christmas. as a gift 
or token of esteem to hundreds of our 
customers and personal friends. 

Last year, I finally struck on the idea of 
sending a couple of Cups and Saucers of 
fine English Bone China. Armed with a list 
of three or four hundred names and ad- 
dresses, I contacted the London Sales Office 
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Versatile 


Offset 


WAYS BETTER...FOR YOU 


@ Famous for uniformity, dimensional 
stability and no-pick qualities 

© Dependable press performance— 
finest halftone reproduction 


®@ Wide choice of attractive colors 


Wide choice of special finishes 
® Wide choice of sizes and weights 


choose and use 
Nekoosa Offset for the 
big choice in: 


colors weights sizes 
White, Ivory, Available in Available in 
Orchid, Yellow, Basis 50-60-70- wide choice of 
Tangerine, 80*-100* and 120 sizes— 
Blue, Pink, 8% x Ill to 
Green, Gray *White only 38x 50 


Nekoosa-Edwards Paper Company 


Port Edwards, Wisconsin 


Mills at Port Edwards and Nekoosa, Wisconsin and Potsdam, New York 
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of one of the oldest and best known Pottery 
concerns, and arranged for them to send 
by Parcel Post direct from their factory, a 
parcel containing two Cups and Saucers 
(each of a different pattern) to each of the 
names. 

The parcels were all to be mailed about 
December Ist, just a nice time to enable 
them to be delivered here in Canada just 
a few days or a week before Christmas. 
Back at our office, I gave the list of names 
to our stenographers, and they typed per- 
sonal letters (of which the enclosed is a 
copy) dating same December 16th, timed 
so that the letters would arrive just a few 
days before the parcel from England. 

The whole thing went across in a big 
way. The letter was shown to hundreds of 
friends of the recipients. The arrival of the 
Cups and Saucers was an agreeable sur- 
prise. The receiver's usual response was, 
Wonderful, I'll just give these as a Christ- 
mas present to the Missus.” So actually it 
resulted in a double action Christmas gift. 

For the next month or so, I received 
dozens of letters, expressing surprise, 
thanks and appreciation for the wonderful 
Christmas gift. The fact that the gift came 
direct to them from England, added much 
to the gift. It might interest you to know 
that the whole deal cost about $2.95 each 
which included 2 Cups and Saucers, pack- 
ing and parcel post (there’s no duty on 
gifts). 

Sincerely 
(Signed) John M. Firth 


What brought back memories to 
this reporter was the letter used to 
notify recipients of the gifts. Without 
depreciating the case history one bit 

the letter was a nearly exact 
adaptation (except for a few lines in 
last paragraph) of the famous Christ- 
mas letter originally written by the 
late “Cordial Contact” Jack Carr back 
around 1922. Shortly afterward Jack 
syndicated it to lettershops which in 
turn induced customers to use it, dur- 
ing the 20's. 

We included it in Jack Carr's book 
published in 1946. We suppose this 
letter has been adapted more than 
any other in direct mail history. And 
the beauty of it is: it still works. It 
still thrills people who receive it. 

Maybe it proves a point Jules Pag- 
lin of New Orleans is always needling 
us about. He thinks we are too inter- 
ested in developing new gadgets and 
sensational departures from the usual 
.. . When the old simple basic funda- 
mentals still work the best. Down-to- 
earth stuff. 

So... for the record again, here is 
the famous Christmas letter which 
worked so well last year for Firth 
Brothers Limited: 


December 16th 1958 
“Our 69th Year” 


(Name and address typed.) 


Dear Harry: 

The very first letter | ever wrote, brought 
surprisingly good results. It was written in 
pencil and addressed to Santa Claus. On the 
screen of imagination, there is a picture 
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of that letter still I asked Santa to bring me 
a pair of skates, a history of Canada, and 
a real gun. And he did. 

From the skates, I learned to take the 
bumps of life and get up with a smile. The 
history taught me that folks everywhere are 
pretty much the same and mighty good 
folks at that. I didn’t get along so well with 
the gun. It went off before I was ready. 

I still like letters and that is why I like 
to use one now to talk to you. This letter 
today reminds me of the first one, long ago. 

A few days ago, I wrote another one to 
Santa Claus, and | was telling him not to 
bother about me this year but to send you 
a real nice present from his headquarters 
in England, and to be real good to you and 
yours, like he was to me — a long time ago. 

Sincerely, 
(Signed) John M. Firth 
President @ 


IN GOOD COMPANY... 


WE’LL MISS 
ANDY ANDERSEN 


One of direct mail’s most colorful and well- 
known personalities died Wednesday, Oc- 
tober 28, 1959 in Chicago. Albert M. Ander- 
sen, 60, was executive vice president of the 
Reuben H. Donnelley Corp., Prudential 
Plaza, Chicago 1, Illinois, having spent 37 
years with the company. 

Andy was born in Nevada, lowa, started 
career as a list salesman with M & F Mail- 
ing System Co. of Nevada, lowa; joined 
Donnelley in 1923, was named sales mana- 
ger, direct mail division in 1936. In 1950 he 
was elected VP of the division and execu- 
tive VP in °51. His council and leadership 
will be sorely missed in every association 
connected with direct mail. He was our 
cover subject in April 1955. 


If you'd ever glanced through our Portfolio, you'd have noticed how many 


different kinds of businesses find it profitable to use our “built-in” reply card 


| (or envelope) to add more “pulling power” to their direct mail promotions. 


You'd notice, too, the stature of each individual company ... many of them 


leaders in their particular field. This fact in itself would tell you that when your 


direct mail promotions take advantage of our RETURN-A-CARD format and our 


_ ¢reative and production organization...you’ve merely confirmed the judgment 


of executives in some of our country’s largest and most successful companies. | 


SALES LETTERS, incorporated 


155 West 23rd Street 


@ New York 11,.N. ¥. © Tel. WA 9-2680 
SALES OFFICES: Newark, Philadelphia, Chicago 
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Rates $1.50 per line $1.00 Situation/Help Wanted Minimum 4 lines 
Address: Classified Dept., The Reporter, 224 7th St., Garden City, N. Y. 


CLASSIFIED ADVERTISING 


ADDRESSING 


Scriptomatic Masters prepared — low cost — 
quality work — 100% correct. Typewriter 
addressing — practically “do-it-for-nothing” 
prices! Find out. The Roskam Co., 1905 West 
43rd, Kansas City, Kansas. TAlbot 2-188). 


Your envelopes, post cards, labels, catalogs, 
etc., addressed for $5.50 per thousand. We 
pay shipping both ways. Tell us your needs so 
that arrangements can be made. Write Excel, 
Dept. DM, P.O. Box 36, Brooklyn 36, N. Y. 


ADDRESSING PLATES 


POLLARD-ALLING — embossed and linked at 
$25.00 per M; special rates for two liners and 
OCCUPANT; accuracy and delivery guaran. 
teed; weekly capacity 75-100 M. 

JACKSON EMBOSSING SERVICE 

4 S. Williams St., Whitehall, N. Y. 


New Addressograph Plates and Frames 
B or E Frames—$27 per M, B plates—$5 per M 
E plates——$6.50 per M, Speedeumet $6. 45 perM 
Price List and Samples on 
Dean Forrest Co. 
7 Foster Street 
Revere 51, Mass. 


ADVERTISING AGENCIES 


Pulling direct selling mail order advertising 
campaigns in newspapers, magazines. trade 
capers. Publishers’ rotes. Counsel service 
Martin Advertising Agency, 15 £. 40 St., 
Dept. 335A, N. Y. LE 2-475). Est. 1923 


CANADA'S BEST MAILING LIST 


275,000 live names on Elliott stencils 
Call your list broker—TODAY 
or Tobe's, St. Catharines, Ontario 


EQUIPMENT FOR SALE 


Addressograph, late model 1900, attachments; 
7 fire-resistant 84-tray cabinets with trays, 
90,000 frames. We paid $8541.00—sale price 
$900 for lot. Nelson-Hall Co., 210 S$. Clinton 
St., Chicago 6, Ill 


14” x 18° PHOTOCOPY CAMERA (Rectigraph- 
Haloid) completely automatic. Shoot copy at 
one end — dried print comes out the other. 
Excellent condition, $900.00. Fotocraftsman, 
Box 861, Dayton, Ohio. 


FREE LANCE 


EXPERIENCED freelance new products writer. 
photographer, with shopping column editor 
contacts. Can handle complete publicity pro- 
qrom cheap. P.O. Box PPS 2654, Tallahasse>, 


MAILING LISTS 


PROFESSIONAL ACCOUNTANTS 
100,000 individual accountants in U.S 

12,000 accounting firms in U.S. 

6,000 chartered accountants in Canada 
Used successfully by leading business-book, 
magazine publishers; tax, investment services. 
Professional Accountants Lists, 126 Liberty St. 
New York 6, N. Y. BArclay 7-9060 


MAILING LIST—50,000 quality names of Own- 
ers and Directors of summer camps, recrea- 
tion areas, parks, resorts, motels, etc. Used 
successfully by many firms during the past ten 
years. Send today for free brochure ‘Selected 
List of Camps”, Macfarland Company, Box 
540-D, Westfield, New Jersey. 

ENGINEERS AT THEIR HOME ADDRESS. Over 
100,000. Select by types. On speedaumat 
plates. Lowest rates. DMR Advertising, 4616 
Red Bank Road, Cincinnati 27, Ohio. 


MAILING LISTS—100,000 selected names of 
flower growers, greenhouses, landscape archi- 
tects, public gardens, seedsmen and nurseries 
and many others. Send today for free bro- 
chure ‘Selected Names of Flower Growers 
and Gardeners’, Macfarland Company, Box 
540-D, Westfield, New Jersey. 


130,000 New Car, Truck Dealers, Independent 
Repair Shops, Automotive Jobbers, Service Sta- 
tions, Fleet Owners. Owners, Executives, Mana- 
gers. Material cddressed same week. Guaran- 
teed postage all returns over 112%. Selections 
by states only. $20.00 per Thousand. 10,000 
or more, $15.00. 50,000 or more, $14.00. 
CIRCULATION DEPARTMENT, AUTOMOTIVE 
SERVICE DIGEST, 900 S. Wabash, Chi. 5, Ill. 


Direct Mail Proven Buyers. Over 790,000 Alpho- 
Geo Names. Buyers of Books and Magazines 
on Gordening, Farming and Health. Active 
and clean expires. Your Broker knows our 
reputation tor results. Rodale Press, Emmous, 
Pa. 


MAILING LISTS—We are prepared to make 
up all kinds of special Lists. What do you need? 
Maocfarlond Co., P.O. Box 540-D, Westfield, 
New Jersey. 


8,000 names of top and 
in the MISSILE AND ROCKET industry. 

3,000 top level PUBLIC RELATIONS officers 
of companies and heads of P.R. firms. 
15,000 SALES DIRECTORS and MANAGERS of 
leading concerns. 

Write or telephone WILLIAM M. PROFT AS- 
SOCIATES, 42 Main St., Orange, N. J. 
ORange 7-1300. 


MAILING LISTS. For Mail Order Houses and 
concerns. That Demand BIG AND POSITIVE 
Results!! You want that kind? Millions of Pros- 
pects, Classified, Mail Order Buyers, Agents, 
Sal n, Opportunity Seekers, Home Work- 


Florida 


PRINTING 
5M — 8 pg booklet, 1¥a¢; 12 pg, 2.5¢; 16 


pg. 2.7¢; 32 pg, 5¢; 64 pg, 10¢. Free price 
list. Copen Press, 105 Court St., Bklyn, N. Y 


ers, Wealthy Individuals, Stockholders, Inves- 
tors that bought by Mail, Contributors, Small 
Town Dept. Stores, New Births. Most any list. 
Specializing in lists on Labels. 

State your wants. First letter. Wire or write 
WALT WHITE, 3320 Indiana Ave., Chicago. 
Our 39th yeor 


SPEEDAUMAT ZINC PLATES 
New York’s biggest and best embosser places 
47 Graphotypes and 90 skilled operators at 
your disposal for fast, accurate embossing of 
your lists at rock bottom cost of $35.00 per 
thousand. Day and night shifts assure prompt 
delivery on the date promised. No Alibis. Cir- 
culation Associates, Inc., 226 West 56th Street, 
New York. JUdson 6-3530. 


Embossed, proof read and guaranteed 1 100% 
correct, $35.00 per thousand. One machine al- 
ways available for rush jobs. The Roskam Co., 
1905 W. 43rd, Kansas City, Ks. TAlbot 2-1881. 


NEED SKILLED GRAPHOTYPE OPERATORS? 
You can make 50% to 100% profit by using 
our Graphotype Dept. as your own. Beautiful 
embossing, fully punctuated with less than 1% 
error. Pure Zinc Speedaumat plates. Prompt 
dependable delivery. Two shift service. 100% 
accuracy guoranteed. 

Cost — Speedaumat — $35.00 per M, Freight 
Prepaid (1,000 miles). Other plate prices on 
request — send details. 

ADVERTISERS ADDRESSING SYSTEM 
703 N. 16th St., St. Louis 3, Mo. 


MAILING MACHINES AND SUPPLIES 


REBUILT ONE YEAR GUARANTEED 
ADDRESSOGRAPHS - SPEEDAUMATS - ELLIOTTS 
PLATES - FRAMES - TRAYS - CABINETS 
EMBOSSING ADDGPH & SPEED PLATES 
FOLDERS - SEALERS - PITNEY BOWES 
TYING MACHINES - LETTER OPENERS 
MAiL BAG RACKS - MAIL SORTING BINS 
MAILERS EQUIPMENT CO. 

40 W. 15th St., N.Y. 11 CH 3-3442 
SPEEDAUMAT ADDRESSERS 
AUTOMATIC GRAPHOTYPES 
ADDRESSOGRAPHS — GRAPHOTYPES 
CABINETS — TRAYS — FRAMES — PLATES 
MULTILITHS — MULTIGRAPHS — FOLDERS 
PITNEY BOWES—TYING MACHINES— 
OPENERS—ELLIOTTS—LETTER OPENERS 
ALL EQUIPMENT REBUILT AND GUARANTEED 
AMERICAN BUSINESS MACHINES, INC. 
573 BWAY, N.Y. 12, N.Y. — WO 6-4334 


NEW SERVICE 


Addressed labels in rolls now cut into singles 
keeping same order or sequence as addressed, 
at low cost. Bonded Mailings, Inc. 754 4th 
Ave. Brooklyn, N. Y. 


FREE MAILING LISTS 


OVER 2 MILLION NAMES ON PLATES 
GUARANTEED 100% ACCURATE 
ELECTRONIC SELECTED 
CONSTANTLY CORRECTED 
Retailers-Wholesaiers-Manutacturers 
Banks-Churches-institutions 
Choice of 350 Other Lists 
“We Charge ONLY for Addressing” 
(Usually Completed within 3 Days). 
Write for FREE Catalogue. 
SPEED-ADDRESS KRAUS CO. 

48 01 42nd Long island City 4, N. 
STiliweli 4-3922 


OFFSET CUTOUTS 


~ DE LUXE CLIP BOOK NO. 1 contains 1000 
alphabetized promotional heading specimens 
for offset reproduction. Sales ideas galore, in 
various lettering styles. Many reverses. 40 
pages, 8x10% in. Was $5.00, now only $4.00 
postpaid. 

A. A. ARCHBOLD, PUBLISHER 
419K S. Main St. Burbank, Calif. 
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NAMES IN THE NEWS 


Who’s doing what in your organiza- 
tion? New job? New Promotion? In- 
dustry Awards? Or interesting per- 
sonal news on the human side? No 
matter what they’re doing, we'd like 
to include them in this monthly round- 
up of .. . “Names In The News” 


The San Francisco Advertising Club Awards competition. For entry blanks 


has announced Fall advertising courses. 
Started October Sth and running 16 weeks 
through February Sth. Monday: “Man- 
agement of Advertising Programs’—in- 
structor, Fred Wellmerling, merchandis- 
ing executive, Young & Rubicam, Inc. 
Tuesdays: “Direct Mail”— instructor, Jack 
Shelton, direct mail consultant and “Ad- 
vertising Production —instructor, Richard 
Baznik, production manager, Young & 
Rubicam, Inc. Thursdays: “General Ad- 
vertising”—instructor, Arthur M. Arlett, 
account executive and office manager, 
Hoefer, Dieterick & Brown, Inc. 
ALAN R. BURMAN heads new adver- 
tising and public relations agency of 
Smith, Dorian & Burman, Inc., at 57 
Farmington Ave., Hartford, Conn. 
FREDERIC R. GAMBLE, president of 
the American Association of Advertising 
Agencies, will be visiting Australia and 
principal European countries between 
October 20th and December |3th. . 
CHARLES F. MATTERN, formerly ad- 
vertising manager, McCormick & Co, 
Inc. (spices and extracts) Baltimore, Md. 
has been named manager of the newly 
organized sales promotion and advertis- 
ing department. . . . Media/Scope Maga- 
vine announces second Annual Media 


MALE OR FEMALE 


If you are looking for a position or personnel 
replacement, contact the following: 

Mr. J. Dudley Broderick, Hundred Million 
Club Job Placement Committee, % Double- 
day & Company, 501 Franklin Avenue, Gar- 
den City, N.Y. 


Miss Eileen McGloin, Direct Mail Advertising 
Association, 3 East 57th Street, New York 22, 
New York. 


HELP WANTED 


DIRECT MAIL MAN 
Thoroughly experienced in all operations. Must 
have creative ideas with particular strength in 
selecting new and unusual products for profit- 
able sales. State completely job experience, 
background, education and salary require- 
ments in first letter. All replies confidential. 
Bor 112, The Reporter of Direct Mail Adv. 


SITUATION WANTED 


Responsible young ad exec. A-1 Direct Mail 
experience—Admin., Supervision, Copy, Prod.. 
Sales Prom. Award winning letters. List and 
Graphic Arts purch. Box No. 113, The Reporter 
of Direct Mail Advertising. 
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and information write to Executive Sec- 
retary, Annual Media Awards, 420 
Lexington Ave., New York 17, N. Y.... 
The National Industrial Advertisers 
Association to change name to — Asso- 
ciation of Industrial Advertisers. An 
Industrial Advertising Exposition will be 
held for the first time in 1960 by the 
“NIAA” in Washington, D. C. during 
the running of its annual conference, 
June 5-8. ... H. 8S. NELSON, managing 
director and ALEXANDER LYONS, 
general manager, British International 
Addressing, Lid., London in New York 
to study direct mail promotion, produc- 
tion and list techniques practiced in the 
USA. PROMOTION CONSULT- 
ANTS, INC. new advertising and promo- 
tion agency opens Nov. Ist at 271 
Columbus Avenue, Tuckohoe, N.Y. 
RICHARD J. CROHN, president and 
JAMES E. HOWARD, vice president... . 
ROBERT W. RYLANDER elected execu- 
tive vice president and treasurer, Rylander 
Co.. a Chicago direct mail advertising 
firm. .. . E. C. SMITH of the National 
Wholesale Co., Lexington, N. C. elected 
new president of the Association Third 
Class Mail Users ALLEN SNYDER 
has been named advertising and sales 
promotion manager of Motorola’s Prod- 
ucts Division, Phoenix, Arizona. 
DON H. TAYLOR, president, New York 
Employing Printers Assn. presented with 
the third 7enge! 
Award for his outstanding service and 
dedicated leadership in the 
human rights and the advancement of 
the American concept of freedom and 
democracy. Ungar & Fruhling. 
N. Y. C. is the new ad agency for 
R. O. H. Hill, Inc., letterhead designers, 
N. Y. C. Westinghouse, Pittsburgh ap- 
points’ PAUL J. BRIDWELL and 
CHARLES W. VAN EMAN to sales 
promotion advertising posts. . . . DON- 
ALD J. WILKINS has been selected to 
head new Washington of the 
Advertising Federation of America. 
Formerly with Washington office ot 
Erwin, Wasey, Ruthrauff & Ryan, Inc. 

.. At the annual meeting of the Occu- 
pant Mailing Association in Montreal, 
the following officers were elected: Ted 
Rieff, president of Prompt Printing Co., 
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“IDEA” LETTERHEADS 


Add lively interest to your messages! 
nusual ideas illustrated in 4 colors 
or bulletins and mailings. 8! 2x11 size. 


SEND FOR FREE CATALOG 


IDEA ART- 
309 Fifth Avenue, New York 16 


1000 
SALES IDEAS 
onLy $10 


Successful ideas from 
successful companies on 


SALES, MERCHANDISING, 
ADVERTISING, PROMOTION! 


Each month, for a year, you receive 
Briefed with its 100 or more sales- 
tested, profitable experiences . . . 
showing results produced .. . as re- 
ported in the nation’s leading busi- 
ness and trade publications. Adapt 
them to your own profitable use. 
Worth many times the $10 you send! 


BRIEFED 
400 Madison Ave. (Dept. R) N. Y. 17 


Cleveland, Ohio; Lelon J. Crum, vice 
president of National Mailing Corp., St. 
Louis, Mo.; Les Cullman, Sec.-Treas. of 
W. A. Storing Co., Columbus, Ohio... . 
General Acceptance Corp. of Allentown, 
Pa. was presented with the National 
Consumer Finance Assn. “Advertising of 
Distinction” award during ¢the annual 
convention in Seattle. Receiving honor- 
able mention awards were Time Finance 
Co., Louisville, Ky. for their series of 
direct mail pieces and Budget Finance, 
Los Angeles for their vacation planning 
folder. . . . Invitations are out to submit 
printed pieces as entries in the 18th 
Exhibition of Printing, sponsored by the 
New York Employing Printers Assn., 
461 Eighth Ave., New York I, N. Y 
Exhibition to be a feature of Printing 
Week in New York, 1960, at Hotei 
Commodore, January 18-21.  Informa- 
tion and entry blanks obtainable at above 
address. For New York metropolitan 
area only. No charge for submitting 
entries. 


| 
x 
BE ON THE 
® 
say | 
| 
Be 
ae 
= 


x 


LISTINGS OME LINE PER ISSUE, $3<.00 
YEAR, UNDER SPECIAL HEADINGS, 
$30.00 PER YEAR, 


ADORESSIVG 


Creative Mailing Service, Inc -++-460 N. Main, Freeport, N. Y. (FR 8-4830) 


ADDRESSING AND MAILING 
..460 Nordhoff Place, Englewood, N. J. (LO 7-4811) 


ADORESSING — TRADE 


91-71 111th St.. Richmond Hill 18, N. ¥. (VI 6-5322) 
148 Dunwoodie Road, West Islip, N. ¥. (MO 1-4922) 
280 Higbie Lane, West Islip, N. Y. (MO 1-4922) 
N. ¥., N. ¥. (MU 2-0326) 


Belmar Typing Service 

Monaco’s Typing Service 
Monaco's Typing Service 
8 & 8 Typing Service Fifth Avenue, 


ADVERTISING ART 


419 South Main Street, Burbank, Calif. (TH 2-2793) 
30 270 


A. A. Archbold, Publisher 
art 7 Fifth Avenue, New York 16, New York (MU 6-1270) 


ADVERTISING SPECIALTIES 


Fieso- lettering Co., Inc 305 East 46th Street, New York 17, Y. (PL 3-4943) 
Gries Reproducer Corp.......125 Beechwood Ave., New Rochelle, N.Y. (NE 3-8600) 


AUTOMATIC TYPEWRITING 
Carlson Automatic Typewriting Service. 3744 N. Clark St., Chicago 13, IM (BA 17-5496) 


. New 10, N. Y. 5- 
224 


Dover Publications 
7th, Garden 


of Direct Mail 
Climb 

To Get The Right Start 

To Think About Direct 

To Think About Letters 

To Think About Readership of ‘Direct Mail ° 

Direct Mall Solves Management Problems. ee 

To Think About Showmanship in Direct Mall 

To Think About Mail Order 

To Think About Production and Malling 

To Think About Industrial Direct Mail 


COLLECTIONS 
9 Yates Street, Schenectady 5, New York 


COPYWRITERS (Free Lance) 


Paul J. Bringe ...4591 North 35th Street, Milwaukee 9, Wisconsin 
Orville BE. Reed ...106 N. State St., Howell, Mich. (Tel: 65) 


COOPERATIVE MAILINGS 


The Roskam Company ..P.0. Box 855, Kansas City 41, Missourt (TA 2-1881 


DIRECT MAIL AGENCIES 


Ahrend Associates. Inc 601 Madicen Ave.. N. Y. 22. N. Y. (PL 1-0312) 
American Mall Advertising. Ine 610 Newbury Street. Boston 15, Mass 
Borkowski Advertising....215 West Navarre St., South Bend 1, Indiana (CE 3 1405) 
Leo P. Rott Jr 64 FE. Jackson Blvd. 
The Ruckley Organization Ph 
Chase & Richardson 
Dickie Raymond une 
Direct Mall Servie 
m1 Seeneee Drive, N. E.. P.O. Box 13444, Atlanta 24. Georgia (TR 3-3221) 
Rert ee Associates, Inc 20 Fast 46th St.. New York 17, N. Y. (YT 
General Office Service. Inc 


1355 New York Avenue, we. Washington, D.C. (LA 
Harrison Service Inc 210 Fast 50th Street, New York 22, N. Y. (PL 


Hickey-Murphy Div. of James Gray, Inc 
218 F. 45th St.. N. ¥. 17, N. ¥. (mT 2 


John M. Lord & Co... -«enee.171 Newbury Street, Boston 16, Mass. (CO 

Harold Marshall Advertising Co., Ine 

171 Madison Ave., N.Y. 16. N.Y. (MU 

MeVicker Higginbotham, Inc West 42nd (O% 5-4082) 
I ik & Co. 


452 Fifth Avenue ad 
225 Park Avenue, New York, N. Y. (MU 4-3610) 


Michigan Ave.. Chicago i. 
Office Square, Reston 9. Mass. 


Reply-O-Letter...........- 1750 E 28rd St., Cleveland 1, Ohio (PR 


Detroit Mich. (DI 1-2221) 
Ore. (OL 4-3141) 
. (JU 6-2267) 
(EM 
Responda Letter. 


Kesponda Letter. 
The Kylander Co.. 


Queen 
i South ‘Sangamon Street, Chicago 7, Illinois (MO 6-9878) 
New York Office, (EN 6530) 


on 
Tallman, Smith Associates 410 N, Michigan, Chicago 1, illinois (WH 3-0608 


DIRECT MAIL EQUIPMENT 


American Automatic Typewriter Company, 2323 N. Pulaski Road, Chicago 39, Illinois 
Hell & Howell Phillipsburg Phi 4 

H vi A 

Cheshire Mailing Machines, Inc 1644 No. Honore Street, Chicago 22, Ill 
Felins Tying Machine Co........ ‘. 35th St., Milwaukee 16. Wis. (HI 5- tist 
Friden Calculating Machine Ca, Inc..2350 Washington Avenue, San Leandre. Calif 
Gestetner Duplicator Corporation 6 Lake Avenue, Yonkers, N. Y¥ 
National Bundle Tyer Company... 162) 
Pitney- Bowes, Sonn. (FI 8-2621) 
> (WA 1251) 


N. 
Chauncey Wing's ..78 Pierce Street. Greenfield, Mass 


DIRECT MAIL SPECIALTIES 


let's Have Better Mottos Assn., Inc 
2123 East Ninth St., Cleveland 15, Ohio (SU 1-4220) 


ELLIOTT STENCIL CUTTING 


Allee Business Service, Inc St., 
Creative Mailing Service... 460 
Elliou Addressing Machine 


ENVELOPES 


The American Paper Products ( 

Envelope Terrace, Southern Bivd. at McClurg Rd., Youngstown, Ohio (SK 
Atlanta Envelope Co P. O. Box 12 tlenta 1. G 
Berlin & Jones Company. 

The Boston Envelope Co. 


Samuel Cupples Co... 
Couples-Hesse Company......1 Des Moines 13, “Towa (AM 


Cupples-Hesse Company 3633 Michigan / , Detroit 16, Mich (TA 
Cupples-Hesse Company. 75 N. Kingshighway, St. Louis 15 
Curtis 1000, Ine ....1000 University Avenue, St. 
Detroit Tullar Envelope +2139 Howard St, 
Garden City Envelope Co.. N 
Globe Envelope, Lt 
The Gray Envelope Mfg. Co 
Envelope Co... 
Northeastern Envelope Manufacturing Corp 
Rochester Envelope Co. ester . N. ¥. (HA 
The Standard Envelope Co. je00 E. 30th St., Cleveland 14, O. (PR 
Tension Envelope Corporation 
New York, St. Louis, Minneapolis, Des Moines, Kansas City, Fort Wort 
Transo Envelope Co 354° N. Kimball Ave., Chicago 18, Ill. (TR 88-6914) 
Plants in New York, Chicago, Los _Angeles- 
United States Envelope Co. 
United States Envelope Co. 
Wolf Detroit Envelope Co. 


ENVELOPE SPECIALTIES 


BRB. 150 Ave., W. Hartford 16, Conn. 
Garden City Bnvelepe Co. 001 N. Rockwell St., Chi. 
Heeo Envelope Co. 4500 Cortland St., Chi. 
Northeastern Envelope Manufacturing Corp Prince St., Bklyn 
Tension FEnvelone Corporation.19th & © amphell Sts., Kansas City 8, Mo. (HEA 
The Sawdon Company, Inc.....480 Lexington Ave., New York 17, NY. (vv 
The Wolf Envelope Co 1749-81 FE. 22nd St., Cleveland 1, 0. (PR 


Curtis 1000 


FOREIGN MAILINGS 
Mv 112, Amsterdam, Holland 
Dillon-Agnew Associates New York, Amsterdam, Parts 
10 East 49th ‘Street. New York 17, N. Y. (PL 2-0170) 
R. Hil! & Son, Ltd. .Kent Street, AUCKLAND, S.E. 1, New Zealand 
C. F. Sandberg. Direct Mail A/S..............s0s0ee0e Raadhusgt. 8, Oslo, Norway 


DeMutator 


INSERTING SERVICE — AUTOMATIC MACHINE 


4th Ave.. Brooklyn 32. N. Y. (SO &-4819) 
Broadway, New "Tork. N. 
N 


Creative Mailing Service Ni Main St.. Freeport. Y. (FR &- 
D & A Flectronic Mailers. . ik a ity Street, Milwaukee 2, Wisconsin (BR 3- 7852) 
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wih Main 8t. N. ¥. 8-4830) 
BOOKS St., New York 13, N. ¥. (Wa 5-1372) 
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460 Nordhoff Place, Englewood, N. J. (LO 7-4811) 
.55 West 13th St.. New York 11, N. Y. wa 9- 5188) 
P.O. Box 855, Kansas City 41, Missouri (TA 2-1881) 


LABEL PASTERS 
Potdevin Machine Co................. 281 North St., Teterboro, N. J. (HA 8-1941) 


LABELS 


385 Gerard Ave., New York 51, N. 
Dennison Mfg. Framingham. Mas 
Ever Ready Label bees ceneeus 357 Cortlandt St., Belleville 9, N. 


Y. 
J. 


LETTERS 


Responda Letter........411 South Street, Chicago 7, Illinols (MO 6- 
Responda Letter... New York Office, (EN 


ig Co 6, N. ¥. (JU 2- 2186) 
Robert 


MAIL ADVERTISING SERVICES (Lettershops) 
BOSTON. 


Jordan-Dennis Comp 


BROOKLYN 
Valco Reproduction & Mailing Service, Inc. 

1715 Ave. Z, Bklyn. 35, N. Y. (SH 3-5235) 
CINCINNATI 


DMR Advertising 4616 Red Bank Road (27) (BR 1-3200) 


CLEVELAND 
Bebert 1270 Ontario Street (13) (CH 1-6575) 


OETROIT 

Advertising Distributors 
Advertising Letter Servic 

Natienal Mailing Corp.. 

R. L. Polk & Lo 


4444 Cass Ave. (1 3-0500) 
.2930 Jefferson East, (7 77-9535) 

. -6201 River Ave., (8) 8-2611) 
431 Howard St. (31) (WO 1-9470) 


LOS ANGELES 
& Adv. Mailing Serv 2390 W. Pico Bivd. (6) (DU 3 
The Mailing House 1019 N. Madisen Avenue, Los Angeies 29, Calif. (NU o- 


MIAMI, FLORIDA 
Ace Leer Service Co 3800 N.E. lst Avenue (PL 


MINNEAPOLIS 
Gile Lever Service 


NEW YORK CITY 

Advertisers Mailing Service, Inc..45 West 18th St., 

Chase Direct Mail Service Corp 1 
Circulation Associates 

Mailings Incorporated... .. 

Mary Elien Clancy Company 

St. John’s Associates, Inc.....75 West 45th Street, New York 


PHILADELPHIA 

Woodington Mail Advertising Serv... 
Zip-Upener Corp., Div. Commelly Org 
PITTSBURGH 

Advertisers Associates, Inc 1627 Penn Avenue (AT 1-6144) 
ROCHESTER, NEW YORK 

Ayer & Streb oe sacs 15 South Avenue (BA 5-6340) 
SAN FRANCISCO 

The Letier Shop 
WESTFIELD, NEW JERSEY 


Union County Printing & Mailing Service 
233 North Avenue, Westileld, N 2-8393) 


Third Ave., S., (2) 


+1304 Arch St., (7) 3-1840) 
1010 Arch St., (7) (MA 7-8133) 


Beale St. (SU 1-6564) 


MAILING LISTS — BROKERS 


Archer-Bennett List Service, Inc.....i40 W. 55th St., N. ¥ 
George Lryant & Staff........... 71 Grand Avenue, E 
The Coolidge Co., Ine........-..06+- 125 Kast 2 
Dependable Mailing Lists Inc one . 381 
Walter Drey, 7 3 Michigan 4 
Walter Drey, inc..... ons Ave., N. ¥. 10, N. 
Eli Kogos.. ~--420 Main Webster, Massac husetts 
Guild Co. eee -160 Engle 
Walter Karl, Inc... 
Lewis Kleid, 25 West 45th St., New York 36, N. ¥. 
Ceil Levine Malling 

sk Building, 250 W. 57th 8t., N. Y. 19, N. Y., (JU 6-2 
Willa Maddern, Inc.. , 215 4th Ave., N. ¥. 3, N. ¥. 7 
Mosely Mail Order List Sers "38 Newbury 8St., Boston 16, Mass. 
Names Unlimited, Inc Avenue, New York 10, N 
People in Places New York 3, } 
Planned Circulation. g t 44th Street, New York 36, N a 
William M. Proft Associates............ Main St., Orange, N.J. 
The Koskam Company Box Kansas City (TA 
Cc. H. ““Hank’’ Ruby & Co., 39 W. 5Sist St., N. ¥. 
Sanford Kvans & Co., Ltd., 156 Lombard AY., Winnipeg 2, 3 Can. (WH 2-3 
William Stroh, Jr .... 568-570 54th St., West New York, N. J. (UN 
James E. True Ass oclates 419 Fourth Avenue, New York, N. Y. (MU 9-0050) 


MAILING LISTS — BY SUBJECT 


FOR LIST SOURCE. COMPARE NAME IN PARENTHESIS WITH LISTING 
BELOW OR COMPILERS & OWNERS 


Business, Professional Lists eve Burnett Company) 
Direct Mall U DM) 
Fund Raising Lists 

Opportunity Seekers and Start In Business 


MAILING LISTS — COMPILERS & OWNERS 


Active Mail Order TAst Co......... 241 3 
Albert Mailing Lists.... 120 Linerty St. N. Y. 

ociated Advertising Service. . Port Huron, Mich 
Lista ..... 63 B ¥. 13, 
Buckley-Dement. eve Jackson Blvd., Chicago 6, 
Ed Burnett Compan “518 Sixth Avenue, N. ¥. a, B. ¥. 
Creative Mailing Service 460 N. Main 8t., Freeport, 
Directory of Associations, Gale Resear h Co., 

414 Book Bidg., Detroit 26, 

Walter Drey, Inc. ° 33 N Michigan Ave., Chi. 1, 
Walter Drev. Inc.. 257 4th A N. ¥. 10, N. 
Dunhill Internation y N. 


Addressing Serv...........83 Washingwo St, N. ¥. 6, N. Y. (HA 2-9492) 


ome 20 N. Plankinton, Milwaukee 3, Wisconsin 
in Mayor Cities............5ee Yellow Pages for Local Phone Numbers 
Market Compilation Bureau 
10561 Chandler Bivd., N. Hollywood, California (ST 7-5384) 
Occupant Mailing Lists America... 239 North 4th Street, Columbus, 
Street, Detroit 31, Michigan 
4 Honeck St., Englewood, N. J. 
.-42 Main St., Orange, N.J. 
Lisle M. Ramsey & Associates, Inc 404 South Fourth 8 
K. L. BRashmir 5410 Cahuenga N. Hollywood, 
Reporter of Direct Mail Ady 224 7th St., Garden City, 
Research Projects, Inc.......... .404 Fourth Ave., New York, 
The Speed Address Co... 48- d4ind St., Long Island City 4, 
William Stroh, Jr.. - 568-570 Sith St., West New York, 
E. Watson Corp. Hanse Ave., Freeport, - 
Zeiler and Letica, East 26th St., N. Y. 38, N. Y. 5-6278) 


Serv j 
Mailing List Compilation Bureau, .2570 low Brooklyn 35, N. 
Oftice—8 


MAIL ORDER CONSULTANT 
Arthur W. Bandman.......... 95 Madison Avenue, New York 16, N. Y. (LE 2-8688) 
Herbert L. Keliner & Associates...131 8. Wabash Ave., Chicago 3, Ll. (AN 383-2242) 


MANUF ACTURERS—ADDRESSING MACHINES & ACCESSORIES 
Pollard-Alling Mfg Co. 220 W. 19th St, N. ¥. 11, N. ¥. (CH 38-0692) 


MULTIGRAPH SUPPLIES 


Chicago Ink Ribbon Co. 19 8S. Wells Street, Chicago 6, Il. (ST 2-7800; 


OCCUPANT MAILING LISTS—LOCAL & NATIONAL 


Advertising Distributors of America, Inc. 
444 Cass Ave.. Detroit 1. Michigan (TE 3-0500) 


Occupant Mailing Lists of America 239 North 4th Street Columbus, Ohio 


PAPER MANUFACTURERS 


Allied Paper Mills --1608 Lake weet, Kalamazoo, Michigan 
American Writing Paper Corporation. ee olyoke, Massachusetts 
Appleton Coated Paper Co. 30 N. Meade Si. *‘Appiewn, Wis 
Champion Paper & Fibre Company, Hamilton, 
Curtis Paper Company Delaware 

Bastern Corporation .... ° . Bangor, Maine 

Fletcher Paper Company 20 North ‘Wacker Drive, Chicago 6, Illinois 
Fraser Paper Limited... Lexington ave., N. 17, Y 
Hammermill Paper Co.... Er 

Howard Paper Mills, Inc. Dayton 7, 
International Paper Co. . -220 E. St., N. 17, N. ¥. (MU 
Kimberly-Clark Corporation. Wisconsin (PA 3 
Linton Brothers Fitchburg 1, Massachusetts 
Mead Papers, 118 West First Street, Dayton 2, 
Mohawk Paper Company 

Nekoosa- Edwards Paper Co. Port. Edwards, 

New York & Pennsylvania Co...230 Park arena New York 17, N. 

Peninsular Co Ypsilanti, Mich 

Rex Paper Co...... oe ...- Kalamazoo, Mich 

Rising Paper Co. Housatonic, Mass. 

Sore Paper Come 


y Middletown, Ohio 
Warren Company 


“Broad Street, Boston 1, Massachusetts 


PHOTO ENGRAVERS 
Horan Engraving Co., 28tn St., New York 1, N. ¥. (MI! 9-8585) 


POST CARDS 

CURTEICHCOLOR 3-D by Curt Teich & Co., Ine. 

1733 W. Irving Park itoad, Chicago 13, Illinois (BU 11-0606) 

PRINTERS — LETTERPRESS & LITHOGRAPHY 

Black Oak Press 2325 Durbin Street, Black Oak, Gary, Indiana 
Colortone 2412 17th Street N.W., Washington, DD 
Paradise Printers Paradise, Pa. (OV 7.3209) 

PRINTING-OFFSET LITHOGRAPHY 
Goes Lithographing 42 West Street, Chicago 21, Illinols 


SALES AND MERCHANDISING CONSULTANT 
Ralph T. Curtis..... ... 903 E. Powell Avenue, Evansville 13, Ind. (HA 


SEASONAL STATIONERY 
Arthur Thompson & Company 
109 Market Place, Baltimore 2, Maryland (PL 2-4806) 
STENCIL CUTTING AND LIST MAINTENANCE 
Circulation Associates..... ..1745 Broadway, New York, N. Y. (JU 46-3580) 
Clear Cut Duplicating Co... 149 Broadway, New York 6, N. Y¥. (DI 9-4668) 
SUBSCRIPTION FULFILLMENT SERVICE 
Circulation Associates 1745 Broadway, New York, N. Y. (JU 6-3590) 
Globe Fulfillment Corporation | on ..148 W. 23rd St., N. Y. 11, N. ¥. (OR 5-4600) 
SYNDICATED HOUSE MAGAZINES 
The William Feather Co 9900 Clinton Rd.. A agg, 9, O. (AT 1-4122) 
The Henry F. Henrichs Publications, The House of Sunshine...Litchfield, Til. (296) 
TRADE ASSOCIATIONS 
Association of First Class Mailers........211 Wyatt Building, Washington 5 D.C 
Associated Third Class Mail Users, 1406 N.W., Wash. 5, D. C. (ME 8.2447) 


Direct Mail Advertising Assn 3. 57th &t., N. ¥. © 22 (MU! &-7288) 
MASA Internatio 20 James Couzens, Detroit, 35, Mich. (WN 4-3545) 
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42 St. 
Parcel Post Association 1013 Woodward Building, Washington 5, 


TYPOGRAPHERS 
Rapid Typographers, Inc........ 305 Fast 46th Street, N.Y. 17, N.Y. (MU &-2445) 


Mailmasters, Inc............ Pri 
Mailings Incorporated....... lnd 
The Roskam Company...... 1-2) : 
LETTER GADGETS 
5421) 
4271) 
rk, N. (AL 5-4500) 
Bt. (li) (MU 7-2930) 
k, N. ¥. (JU 6-3530) 
St. (11) (WA 9-51388) 
N. ¥. (YU 6-7833 
A 5-2450) 
E 2-7573) 
O 4-5871) 
A 7-3862) 
R 8-4830) 
1-2242) 


Why people 


hire 


Dickie-Raymond? 


There Can Be a Lesson FOR YOU in the Answer 


7 NOWING US as specialists in direct 
advertising and sales promotion, you’d 
probably say that most companies hire 

Dickie- Raymond for counsel on the strategy and 
techniques of direct mail advertising, for inspiration 
and ideas in copy and art, for technical knowledge 
of printing production and mailing processes. And 
you'd be right. But you would still have only part 
of the answer. 


Generally speaking, we are taken on when sales 
and promotional problems get too sticky, or when 
the work load gets too great for a present staff. 
We go to work exactly like a salaried employee, 
for a pre-agreed fee. And this fee is about equiva- 
lent to what you would pay a junior executive. 
For this fee you get the combined brains, the high 
creative productivity, of the best people in the busi- 
ness. Dozens of them. You get as much or as little 
as you want, just like a faucet. It’s a good deal! 


But certain corporate advantages make it even 
better, from your standpoint. You can take on 
Dickie-Raymond without taking on management 
problems and overhead costs that always accom- 
pany personnel expansion. There’s no problem of 
pension or retirement funds, no Social Security — 
no contributions to unemployment funds or Work- 
men’s Compensation. We don’t ask for vacation, 


There's only ONE 


we’re never sick. Adding us to staff entails no new 
secretaries or assistants; we ask no bonuses, and 
are not looking to be vice president. And, unlike a 
single employee, we can absorb work overloads, 
give you wide change-of-pace in the creative prod- 
uct to answer varying promotional problems. 


We can tell you more, much more — and gladly. 
A note or phone call to our nearest office is all that 
is needed. 


Accounts that Count in American Business 


This is a partial list only. 
Names of other well-known companies, on request. 


AETNA LIFE 

AIR EXPRESS 

AMERICAN AIRLINES 

AMERICAN CYANAMID - Surgical Products 
THE ANDOVER COMPANIES 

ALA 

BOSTON MANUFACTURERS MUTUAL 
CHASE BRASS 

DAVOL RUBBER 

DY-DEE SERVICE 

EASTMAN KODAK Industrial 

GENERAL ELECTRIC Air Conditioning 
HEARST RECORD-AMERICAN AND ADVERTISER 
INTERNATIONAL SILVER 

IRON FIREMAN 

MASURY-YOUNG 

NAM 

NEW YORK STOCK EXCHANGE 

PAN AMERICAN WORLD AIRWAYS 
PITNEY-BOWES 

PLYMOUTH CORDAGE 

PUERTO RICO ECONOMIC DEVELOPMENT 
SCOVILL 

SHERATON 

SYLVANIA ELECTRIC 

TORRINGTON 

UNITED STATES ENVELOPE 

THE WALL STREET JOURNAI 

ZIPPO LIGHTERS 


Sales Promotion Counsel + Direct Mail Advertising 


NEW YORK 225 Park Avenue, MUrray Hill 6-2280 + 


BOSTON 470 Atlantic Avenue, HAncock 6-3360 
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SCUTTLEBUTT 


The gist of conversation about this and that 
with visitors to the Editor of The Reporter 


THE WORST PART of being away from the office for 
a long period is...trying to catch up with the mail. 
After we got the bags unpacked it took us just about 
two weeks to get all the accumulated mail opened and 
read. We've answered a big part of it, but some will just 
have to answer itself or be answered in future comments 
in The Reporter. Since then a lot of the mail has con- 
cerned the convention: what folks thought about it. 
General opinion was that it was one of the best, possibly 
the best. 


November. 1959 


forced ourself to make a date with old buddy of wartime 
OWI days, Dick Mathewson, who is an official of the 
Information Division of United Nations. It was a grand 
reunion and we were taken behind the scenes. Met 
N.B.C.s Pauline Frederick interviewing important folks 
in the delegates lounge. A gracious and competent woman. 
We had a wonderful feeling of security sitting in those 
beautiful surroundings — orientals at the next table: 
colored folks nearby: the India delegation across the 
way. All seriously intent on getting along together. Those 


There were a few complaints which we've passed along with hothead racial prejudices should be “shenagled™ 
to the powers that be. Others we are considering our- into visiting the United Nations. We left after our too- 2s 


selves as they apply equally to the convention and The 
Reporter. Biggest kick... conventions are getting too 
big, too busy and too unwieldly. Not enough time to see 
those who should be seen. More departmentalization of 
meetings needed. Give those with mutual interests time 
and chance to get together. Direct Mail Advertising Assn. 
making steps in that direction by having separate com- 
mittees represent each segment of membership, such as 
insurance, retail stores, lettershops. printers. paper 
merchants, etc. 

Next kick: Too much emphasis on mail order, espe- 
cially by main speakers. Industrial advertisers particu- 
larly are tired of listening about mail order techniques 
and testing when their interests lie solely in information 
distribution: list’ maintenance: inquiry development: 
goodwill building. ete. That is a problem which has to 
be faced in future conventions ...and in The Reporter. 

Another complaint: Not enough help for the “little 
fellows” or the beginners. We intended to tackle a_re- 
buttal in this Scuttlebutt. but it’s too long a subject. 
Could be spread out for a year or so. We have a pile 
of evidence a foot high showing how so-called little fel- 
lows have adapted ideas from The Reporter or the con- 
ventions very successfully. Some of the case histories of 
big company usage of direct mail are simply a combina- 
tion of separate problems faced by any small business. 
We'll keep working and thinking on that angle. But we 
do believe more attention must be given to the people 
who are just beginning to get their feet wet in direct 
mail. This could mean an old established concern, not 
just a neophyte. Sessions for beginners. like the one 


LOOKING BACK on our extended trip to the Montreal 
convention ... there are so many pleasant things to re- 
member. Strangely. the high spot wasn’t at the conven- 
tion but on our day in New York. I'm ashamed to admit 
it, but in all the vears we lived in New York had never 
visited the United Nations. Used to park our car in a 
nearby lot but that was as close as we got. This time 


NOVEMBER, 1959 


short visit... more subdued and impressed than we had 
been for a long, long time. We had seen Hope for the 


World. 
ONE PLEASANT INTERLUDE of the past month 


was attending the annual convention of the Florida 
Express Fruit Shippers Assn. It was held at nearby Fort 
Harrison Hotel in Clearwater. No speech to make. Just 
attended the meetings, exhibits and parties. Much talk 
around the halls and during program about the wonder- 
ful Fruit Shippers Workshop last June in Winter Park, 
handled by Bob DeLay, Bus Reed. Sallie and Max Sack- 
heim and Sig Guthman. Seems like some of my previous 
needling plus the hard-boiled advice of the workshop 
experts has just about revolutionized fruit-gift direct mail. 
We heard about plans for scrapping the “once-a-year™ 
mailing technique: plans to individualize mailings more 
in future: discard the use of syndicated illustrations: get 
away from sameness. All very promising ... and the “new 
style” is working. We talked seriously about having a 
Fruit Shippers departmental or workshop at the 1960 
Direct Mail Advertising Assn. convention at the Ameri- 
cana in Bal Harbour, Fla. Would be interesting and 
helpful. One other subject widely discussed: whether the 
reorganization of Railway Express will work. Some hope- 
ful, others doubtful. But the association will continue 
experiments started last year of combining gift shipments 
at concentration points, shipping by truck to Northern 
post offices which then handle first and second zone 
metered parcel post. (Word from Texas confirms that 
gift shippers there will increase their combined truck- 
parcel post system now that minimum rate on express 


conducted in Boston. were successful. Let’s see them 

has been increased. ) 

‘% revived in Bal Harbour. 

% WE'VE BEEN INTERESTED in the series of articles 


being run as advertisements by the New York Life Ine. 
Co.. 51 Madison Ave.. New York LO, (later put 
in pamphlet form). Articles were planned to help parents 
and their children plan for careers in business and the 
professions. There have been 38 careers covered so 
far...and free copies are available from the company. 
Latest one titled: “Should Your Child Go Into Adver- 
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tising’” It was authored by Paul B. West, president of 
the Assn. of National Advertisers. Its a fairly good 
description of the advertising field, but naturally Paul 
is better acquainted with the big advertisers and agencies 
and his emphasis on them is somewhat misleading. In 
order of importance as career opportunities he lists: 
advertising agencies; next advertisers (large and small) ; 
then the media selling space and time to the first two 
(but he doesn t include direct mail as a medium although 
it is second in volume only to newspaper advertising) ; 
and last is listed the “advertising suppliers, which in- 
cludes printers, typographers, engravers, photographers, 
“and others,” Lettershops are not named. this article 
has the same weaknesses as have most vocational guidance 
books on advertising. The authors fail to describe the 
nearly unlimited potentialities of the direct mail field. 
With the annual dollar volume of direct mail tast 
approaching the two billion figure... there are possibly 
more people actually employed in direct mail than any 
other advertising held. the dollar volume released by 
the Direct Mail Advertising Assn. is not a complete 
picture because it represents only the cost of pieces 
mailed. It does not include the salaries of the planning 
the of list maintenance, 
equipment overhead, etc. Direct mail is an enormous 
held...not to be listed last as “suppliers.” 1 dont 
believe anyone has ever estimated how many people earn 
their living from some phase of direct mai, but it must 
be way up in the millions. 

Back some 15 years ago, in order to clear up the 
misunderstanding of direct mail’s part in “careers, we 
printed a chart showing job possibilities in all forms of 
advertising. It was widely reprinted at the time. Used 
in schools. If we get enough requests for copies, the 
business ollee of the Reporter might be induced to 
run off some new reprints, Basic information still good. 


ENJOYED READING THROUGH the new book 
published by Harper & Bros., written by the experts in 
tund raising, Margaret M. Fellows and Stella A. nNoenig. 
These two women, both with 25 years of sound experi- 
ence, started out a year or so ago to revise and update 
their successful book published in L950 — “How to Raise 
Funds by Mail.” But the more they revised, it became 
apparent that an entire new book was necessary. So they 
wound up with a 458-page textbook titled: “Tested 
Methods of Raising Money... for Churches, Colleges, 
and Health and Welfare Agencies.” Covers much more 
ground than the 1950 work. No need to review it in 
detail. There isn't a word of bum advice in it. Many of 
you who are not in the fund raising business, but who 
belong to organizations with that’ problem... should 
have this book in your library for lending purposes. 
Some of the material in the book could be adapted to 
commercial undertakings. The bibliography at the end 
is extremely valuable because it lists so many sources 
of direct mail information. The entire charitable and 
fund raising fields owe a debt of gratitude to these fine 
ladies for transferring their knowledge to the printed 
page. 


HAVE YOU HEARD the new talking magazine? We 
finally did. Reproduction on hi-fi set is excellent. Only 
one available now is called “Echo.” Published by Echo 
Magazine, 1600 F. 18th St.. New York 17, N.Y. Price is 


and research executives; cost 


$1.50 each. Format is 8” x 742” spiral-bound. Issues so 
far have carried five records bound in; pressed in plastic. 
There's a hole punched in center of all pages. Open up 
to selected record (which is explained on opposite printed 
page), fold the rest of the magazine under it, put on 
turntable and you get the sound. We imagine (but don't 
know for sure) the publishers are having trouble with 
unions and copyright owners, for there is no standard 
musical material in the releases so far. The idea, how- 
ever, has tremendous possibilities for educational com- 
munications. We can visualize the day when it might be 
practical to have a talking section in The Reporter ... 
with a continuing course in direct mail given in person 
by the experts. Cost would probably be biggest obstacle. 


THE TV QUIZ SHOW scandal has done much harm 
to the name of “advertising.” It may grow worse. 
Remember the story about the visitor to Washington 
who took a cab at Union Station? Passing the Archives 
Building on Pennsylvania Avenue he read the inscription 
“What is Past is Prologue.” He asked the cabbie if he 
knew what it meant. “Sure,” said the driver, “you ain't 
seen nothin’ yet.” The phony quiz shows were only part 
of the sorry story. If the congressional committee extends 
its hearings into other TV mispractices on which it has 
collected evidence ...“you aint seen nothin’ yet.” The 
objects of further investigation are: the outright fraudu- 
lent filmed commercials. Many of the  product-in-use 
sequences are faked by the photographers. For instance, 
showing a new wax bringing a bright gloss to a floor 
is trickery. The floor has been previously waxed, then 
sprinkled with dust. When shot is made, mop simply 
moves dust away and exposes wax. Detergents cleaning 
a sink: theres sandpaper under the sponge. Some food 
products are sprinkled with glycerine drops to make them 
look fresher than a competing product. Its reported that 
the commercial for an automobile which rides so 
smoothly you can't spill a drop of water, was made by 
putting a glass of water on the hood of a standing car, 
while the road movement was faked by projecting back- 
vround on a screen behind car. 

If all this fakery gets known to the public... it will 
hurt all advertising. Perhaps the scandal will force re- 
forms all along the line. One chain has already announced 
that it will no longer run programs with faked dubbed-in 
laughter and applause. Others will possibly have to follow 
suit. I'm personally sorry about the whole mess. TV is 
a great medium. It deserves better treatment from its 
promoters and users. If people connected with direct mail 
had used similarly faked pictures, untrue descriptions 
and deceptive offers...the medium would not have 
grown to its present size. When abuses occur in any 
field, legislation steps in to enforce respectability. Perhaps 
that is the only solution for this latest disaster to the 
Truth in Advertising campaign. 


3 Bluff View Drive 
Clearwater. Florida 
Telephone: JUniper 4-3848 


Good luck alw ayes. 


P. S. I pulled a boner in my October Scuttlebutt report of the 
convention in Montreal. In talking about the MASA and how 
smoothly it was run, [ failed to mention, among other names, 
Bernie Fixler of Creative Mailing Service, Freeport, N. Y., who 
was General Convention Co-Chairman. According to the others 
mentioned, Bernie worked the hardest and did the most. Sorry! 
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when you print on colorful EAGLE-A QUALITY TEXT and COVER WEIGHT 


You catch the eye instantly with a printed piece on famous Eagie-A Quality Text. Your reader's sure to 
be attracted by this handsome paper — whether you print on the brilliant Brite White, the distinctive 
Arctic White or on any of the six glowing colors. Quality Text is now available in a new Cover Weight, too, 
ir. white and matching colors. You can combine the text and cover weights to produce really striking 
brochures, catalogs and annual reports, printed by offset or letterpress. And you can order envelopes 
to match. !.cok into the economy of this fine paper, too. For a sample portfolio, write to Dept. R. 


:AGLE-A PAPERS 


AMERICAN WRITING PAPER CORPORATION, HOLYOKE, MASS., MAKERS OF EAGLE-A COUPOW BOND AWD OTHER FINE EAGLE-A PAPERS 
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It's easy to confine the power of your advertising punch to the area that 
contains your potential buying market when you can choose your precise 
coverage. You may do just that only when you use OMLA’s 98% 
accurate listings. 

Occupant Mail is the potent new mass media of advertising that puts 
you in direct contact with your customers in any area. You can saturate 
an individual store’s trading area... a section of the city . . . the whole 
county . . . the entire state or nation. 

OMLA specializes in providing Occupant Mailing Lists tailored to fit the 
precise areas you choose. Whether your mailing is small or large the 
unlimited facilities at OMLA will give you the best possible service in 
lists or mailings . . . anywhere. 

For expert consultation and service, write . . . 


Please send me Will Storing’s book | 
“How to Think About Occupant Mail 
Advertising” free of charge. | 


Name 
OCCUPANT MAILING LISTS OF AMERICA INC. 


| 
| . OCCUPANT LIST COMPILERS - MAILERS 
HOME OFFICE: 239 NM. 4th $t., Columbus 15, Ohio 
al 


Address___ 


CApital 4-8893 
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